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The imiliion-plus. weekly sale of TIT-BEES teaches a totel market of mo tenia 

than 3,330,000 readers. There are 1,400,000 women readers of TIT-BITS, 

nearly three-quarters of whom are housewives—and over two-thirds of the 

TIT-BIES housewives have children. These figures prove conclusively F 

that ‘TIT-BITS is « key medium for influencing the family purchasing — 
_ power of the mass market. 
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ADVERTISER'S WEEKLY 


ae club where 
people can 
meet’ 


Sir, — Following Norman 
Moore's remarks at the Publicity 
Club of London luncheon (June 
8), may I point out that there is 
already a place in London where 
advertising people can meet and 
talk, namely the Regent Club, 
which has its own premises with 
full bar and catering facilities. 

For over 30 years the Regent 
Club has been providing a meet- 
ing place for young advertising 
people. 

W. Guy BaRNey 
Chairman 
Regent Advertising Club, 
Mayfair, W.1. 


AA, IPA can 
give lead 


Sir,—I read with interest that 
Mr. Moore had appealed to the 
Publicity Club of London to “set 
a lead” to other publicity clubs 
throughout the country in estab- 
lishing “some kind of head- 
quarters where young advertising 
people could meet to exchange 
views and experiences.” 

I would point out that it is im- 
possible for the Publicity Club to 
set a lead, as the Regent Adver- 
tising Club already have such a 
headquarters in the West End. 

And I do not consider that the 
Publicity Club of London is the 
most suitable organisation to 
establish a “central home” for 
advertising, even if it was within 
their power! The Advertising 
Association and/or the IPA 
should be the sponsors of such 
a headquarters. 

On a low subscription of, say, 
three guineas, a figure of some 
£15,000 or £20,000 would be 
needed at the outset. 

I suggest this could be raised 
by asking advertising men and 
women, newspapers, agencies and 


™ \ 


LEWIS KNIGHT & COMPANY 


To The Editor... 


il 


printers to take £1 shares. It 
might also be possible to obtain 
premises in a_ building where 
there is already another club in 
existence, and where the same 
kitchen staff and facilities could 
be used. 

J am sure there are many 
people in the advertising field 
who could contribute useful sug- 
gestions and ideas on the same 


subject, and, therefore, I do 
strongly urge that a new and 
strong committee should imme- 


diately be set up by the AA or 
the IPA with instructions to 
produce results. 

KENNETH LEAKE. 
Halford Park, 
East Grinstead, Surrey. 

(Norman Moore was reported last 
week to have urged the Publicity 
Club of London to give a lead to the 
other clubs in a project to establish 
a club in London “something like 
the Advertising Club of New York.” 

Eprror.) 


‘Cheap’ work 
by students 


Sir.—As a free-lance artist, I 
must protest at yet another “art- 
work-for-almost-nothing” com- 
petition, reported on page 58 last 
week. Apparently Worthing Cor- 
poration is inviting art students 
from the West Sussex College of 
Art to submit designs for the 
cover of its 1958 Holiday Guide. 

A laudable idea at first sight, 
for no doubt the corporation will 
pay well for the winning design, 
but on the other hand they will 
have had a large number of 
designs to choose from, which 


THIS WEEK 


Survey of the Home Counties 
—page 5 


NEXT WEEK 


Greater London Survey 


would have cost them a fortune 
if they had used the services of 
an agency. 

I wish that all 
and _— schools 
realistic 


art colleges 
would use a 
commercial approach 
when handling these schemes, 
and whilst welcoming _ the 
interest of would-be “clients,” 
insist that a selection of the 
top design students’ work 
be shown to the publicity 
officer of the corporation, and 
that he commission one only of 
them to do the work. 

T. E. Moore. 
Cranley Gardens, 
Muswell Hill, N.10. 


Research cure 
is in agents’ 


own hands 


Sir,—E. A. Lever (June 1) 
asks for more information on 
consumer expenditure While 


supporting him in this demand, 
1 think it necessary to point out 
that the remedy is, in many cases, 
already in the hands of advertis- 
ing agents or their clients. 

A considerable amount of 
market research, from which the 
data Mr. Lever seeks could be 
derived, has been carried out in 
recent years; all that is lacking 
is publication 

In addition, in the field of 
official enquiries, the Board of 
Trade collects much information 
which is not published, but 
which could be made public if 
the trade concerned were willing ; 
while much more, if required, 
could be collected if manufac- 
turers were willing to provide it 

It should, further, be remem 
bered that as recently as last yeas 
the Board of Trade conducted an 
enquiry into the extent to which, 
and for what purpose, official 
statistics were used, and ample 
opportunity was given to adver- 
tising men, and others, to voice 
criticism or suggestions. 

It would seem from 
Statistics since then, 
much use was made of that 
opportunity, and that those in 
the advertising field who were 
approached failed to realise that 
the Board of Trade can only pro- 
vide useful statistics if it is helped 
by those who have to use the 
figures, in deciding what would 
be the most valuable information 
to collect. 


official 
that not 


A. SCHOPIELD. 
Fellows Road, 


Hampstead, N.W.3. 
Conditioning— 
or competition 


Sir,-I am shocked at the 
implications in Talking Points 
(June 8)—“Schoo! _ text-book 
poison.” 

Is it seriously suggested that 
the advertising profession would 
not tolerate criticism of even its 
worst aspects? Would it coerce 
even our educational authorities 
into preconditioning our children 
to accept the wildest and most 
emotional of advertising appeals 
without criticism? 


To be successful advertising 


ee + &reae 
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must be believable, but would 
you have them believe everything 
they read? 

Competition, not indoctrinated 
totalitarianism, is the life-blood 
of advertising. 

F. K. Peachy. 
153 Windsor Avenue, 
Hillingdon, Uxbridge. 

(No one in advertising minds 
criticism: they get it all the time, 
especially from clients. What they 
do resent is inaccurate propaganda 
against their business. And it is just 
not true to say “many normal every- 
day products take secondary place, 
or may not even appear at all in 
advertising columns.” Of course, 
“the reformer’ tends to class deter- 


gents, washing machines and other 
domestic aids as ‘‘relatively unim- 
portant.”” The housewife can answer 


him.—Eb1ror.) 


Nearer home 


Sir,—I was amused to read of 
the questions set for children in 
the Middlesex Secondary Modern 
Schools. 

I, too, was set this question, 
while studying English at even- 
ing classes during the winter. 

What course was I taking? 
Advertising! 

N. J. WriGH1 
Forest Hill, 
London, S.E.23. 


ABC live spot 


Sir,—I read with interest 
(June 8) that ABC Television 
Ltd.’s first live commercial was 
to be networked from Birming- 
ham and Manchester last Satur- 
day evening. 

_ A live commercial produced by 
this agency for our clients, 
Plantoids Ltd., appeared every 
Sunday afternoon from April 15 
to June 3 inclusive on ABC. 

Ray PEYTON, 
Director. 
Wilcox Advertising Ltd., 
London, W.1. 

(The Slix commercial was the first 
to use the new live studio facilities 
available to advertisers from ABC 
Television Ltd.—Eprtor.) 


P| | P| 
LL a . ~~» o 
u A 
u 
100 — Can re 
gigere 9 ty 
° 
acne? ————— * Meg 
any For a 
Pe | *twon, ‘ 
FS 
- _ 
ee 
— 
a 
_ a _ 
. ) BEST FoR COLOUR 
| _. . aT cue ------------ 
“Advertise Ariel €2% ) _SSST FOR QUALITY — 
| F ae ea ADVERTISING BALLOONS - i 7 GOO " BEST FOR PRICE , 
| 8 CHINGFORD MOUNT ROAD, LONDON, E4 «+ LARkswood 2241 /2 


June 15, 1956 I ADVERTISER’S WEEKLY 


<The space-buyer’s 
Avs |: “text-book” town! 


Nowhere in Britain is there a more ideal combination 
of advertising circumstances than in Oxford. 


1 The people are prosperous—!07,000* spend more than 
£17,000,000 each year. 


2 There are ample retail outlets—!,033 to be exact. 


Nearly 90°, coverage can be obtained by using one 
newspaper—the Oxford Mail. 


When you need to heavy up in the provinces, Oxford 
. - and the Oxford Mail give you a ** text-book" answer. 


The Mail is the only “evening” published in the county. 
It covers the thriving industrial areas and the rich 
surrounding farmlands effectively and economically. 


% The total population of the County Borough of Oxford is 106,900. 


Oxford Mail 


ABC 41,830) 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Use the Empire News 
& Sunday Chronicle. .. 


for a sale of two million six hundred thousand 
copies reaching 
one person in every five; 


Sundays are weakest ; 


for coverage of the multi-income families, 
the families with 
most money to spend ; 


for a national circulation 
with regional emphasis where other 


readers — 


4 for popularity among the younger married 
in homes with children in them. 


ONE person in FIVE reads the Empire News & Sunday Chronicle 


it must be used for balanced national coverage on any Sunday schedule 


CMCC BERR March Net Sale (ABC formula) 2,623,805 Display Rate £16.10s. Estimated IPA Readership 7,300,000 
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JACK EVERETT, ADVERTISEMENT MANAGER, KEMSLEY HOUSE, LONDON WCI . TERMINUS 1234 
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TWO NEW MAGAZINES 


Weekly for women 


from Newnes 


¢300 A PAGE: 700,000 PRINT ORDER 
EORGE NEWNES LTD. announced this week a new 


weekly for women, “Mirabelle.” 


It will be aimed at 


young women in the “wage-earning groups.” Initial print order 
will be 700,000, and the price, it is understood, will be “around 
4d. or 44d.” It will appear on Tuesdays. 


The first issue of the weekly— 
which will be produced in photo- 


gravure and will have a_full- 
colour cover—will be published 
on September 25, and will be 


supported by a national publicity 
campaign. Advertisement direc- 
tor Stuart Mander this week sent 
out a folder 
to advertisers 
and agents 
announcing 
the new 
weekly. The 
folder, which 
contained a 
full-size Gi 
dummy, gave 
the advertise- 
ment rate as 
£300 a page. 
Advertisers 
in the first 
12 issues will 
be offered a 
special 
launching rate of £200 a page. 
The back page in full colour, at 
£600, will be offered under the 
special launching offer for £400. 
The advertisement manager of 
Mirabelle will be George 
Houghton, group advertisement 


Stuart Mander 


manager of Tit-Bits and Wide 
World. 

The promotion folder states 
that Mirabelle will be based 


“mainly on vividly drawn and 


Stuart McClean 


Stuart McClean, managing 
director of Associated News- 
papers Ltd., recently underwent 
a major operation in St. Thomas's 
Hospital. He is reported to be 
making satisfactory progress, and 
will soon be convalescent. 


photographed picture stories” 
but will also contain full-length 
fiction, women’s features and 
personality news. 

It will be designed to cater for 
the “changing tastes and increas- 
ing sophistication” of women in 
the wage-earning groups. 

“Mirabelle offers a new style 
of appeal to this important 
market and sets a new fashion in 
romantic weeklies with its fresh 
and original editorial presenta- 
tion,” adds the folder. 


~BRIDLINGTON 
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This Eckersley poster won the 1956 
Tattersall Trophy for the most 
attractive resort poster, at the 
annual conference of the Associa- 
tion of Health and Pleasure Resorts. 


! OTHER NEWS 


| HIGHLIGHTS 
public relations . . . 
@ Joint drive by 
! holiday resorts... P- 5 
report... P- 6 
®@ British ad men for 
i Paris Congress P- 10 
{| Personal—page 58; Current 
{ Advertising—page 62. 
on Monday 
The British Federation of 
Master Printers will meet repre- 


i? Commons debate on p- 4 
@ BPAA conference 
| Club News—page 14; Mainly 
BFMP wage talks 
sentatives of five print unions, 


headed by NATSOPA, at the 
Federation’s headquarters on 
Monday. It was announced 


early this month that increased 
wages would be one of the sub- 
jects to be discussed. 


. «+». AND FROM AMERICA—‘CONFIDENTIAL 


America’s over - four - million - 
sale “Confidential” 


In an exclusive interview with 
ADVERTISER'S WEEKLY, Robert 
Harrison, owner of the paper, 
said this week: “We aim to pro- 
duce the first British edition at 
the beginning of January, 1957. 
It will start with a print run of 
one million copies. I believe its 
potential is anything up to five 
million.” 


| 50 Advertisers 


Confidential, which will be 
published bi-monthly, will have 
its own offices in London and be 
produced “completely indepen- 
dently of any British company.” 

But it may enlist outside repre- 
sentation for distribution. e 
paper will be printed in Britain— 
a contract is being negotiated. 

It will accept advertising— 
“probably at around £500 a 
page,” says Robert Harrison, but 
its major source of revenue is 
expected to come from sales. 


Editorial contents will be 
partly reprints of American fea- 
tures and partly original British 
material. 

The American edition of Con- 
fidential is currently ‘being sued - 
by film stars and other celebrities 
for some £6 million. 

Asked if he had taken into 
account the fact that British libel 
laws are more stringent than 


those in the USA, Mr. Harrison 
replied: “Yes, we're working on 
the legal aspect right now.” 
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GOVERNMENT URGED: ‘IMPROVE PR’ 


IPR ‘would be willing and able 


to give advice’ House told 


In the House of Commons last Friday MPs from both sides 
of the House recognised the need for better public relations 
to “bridge the gap” between private individuals and Govern- 


ment and other authorities. 


Anthony Wedgwood Benn (Bristol, South-East, Lab.) had moved 
a motion urging the Government to set up a commission of inquiry 
to study the existing relationship between public authorities and the 
man in the street, and to make recommendations for its improvement. 


But after a debate lasting for 
over four hours, the House 
decided on an amended motion 
that an inquiry was not needed. 
The motion, however, did call 
on the Government to “acknow- 
ledge the importance of the 
relationship between public 
authorities and private indi- 
viduals in a free democratic 
society, and to take such 
measures to study and improve 
such relationships as may from 
time to time prove necessary.” 

The motion noted the growth 
in recent years of the powers and 
responsibilities of Government 
departments, local authorities, 
public corporations and other 
official agencies, and in_ the 
services which they provided; it 
also recognised that all this had 
had “a considerable impact on 
the life of all citizens.” 


‘IN AT THE TOP’ 


An assurance that the 
Government, and public 
authorities generally, were not 
“going to sleep” on the subject 
of PR, and that they realised 
the need for ensuring the right 
relationships between them- 
selves and private citizens, was 
given by Henry Brooke (Hamp 
stead, C.), Financial Secretary 
to the Treasury. 

Mr. Brooke said that he 
attached high importance to good 
PR and to good PR arrange- 
ments. And he agreed with lan 
Harvey (Harrow, East, C.), a 
director of W. S. Crawford Ltd., 
that public relations and PROs 
“must be in at the top.” 

“Public relations cannot be 
something which is separate from 
senior management in any under- 
taking,” said Mr. Brooke. 


IPR MENTIONED 


Mr. Harvey said that top 
management—“those who control 
an organisation and formulate its 
policy’—had to call in PR 
experts to help them on 
announcements of policy—the 
timing, projection, and anticipa- 
tion. 

Speaking of the width of public 
relations, Mr. Harvey said that 
it was wrong to think that it was 
something confined to “a cult of 
specialists.” 

“That would be a wrong inter- 
pretation of its function,” he 


said. “Public relations is a new 
phrase for the question of 
behaviour. The behaviour in 


public of public organisations 
and authorities, just as in the 


dealings of private people, 
reflects character. Therefore 
public relations is concerned 


with an organisation’s character 
and its policy.” 

Mr. Harvey opposed the idea 
of a Government inquiry, for he 
doubted whether it would reach 
any conciusions of value—‘or 
any conclusions that could not 
be reached with the assistance of 
those versed and knowledgeable 
in this matter.” 

But he urged the Government 
to study the problems of public 
relations and to make the “fullest 
and best use of the advice avail- 
able.”” 

Mr. Harvey was the second of 
three Members during the debate 
to mention the work of the In- 
stitute of Public Relations. He 
said: 

“I believe that this organisa 
tion is making a profound con 
tribution to the present situa- 
tion. 

“It is bringing about a coditi- 
cation of principles and practice 
which must prove of great value 
to all those who have to use 
public relations now and in the 
future.” 

Earlier Mr. Wedgwood Benn 
had described the Institute as an 
organisation which “it is impor: 
tant to encourage.” 

Making his request for a Gov- 
ernment inquiry, he said: “The 
Institute gathers together those 
interested in PR to compare 


notes, to exchange suggestions, 


Members of the International Screen 
Publicity Association on a three-day 
visit to England were shown over 
Pinewood Studios. Here (left to 
right) are Dr. Emilio Hertel, Dr. 
Massimo Momigliano, Lionel Gale 
(General Secretary of ISPA), and 
Oscar Maestro. 


This Regent Street window display by Austin Reed Ltd., was the result of 
a tie-up initiated by the D. Brook-Hart Company on behalf of their 


clients, Epsom Grand Stand Association Ltd. 


The display featured framed 


prints of 19 winners of the Derby, the trophy presented to this year's 
winning owner and a blue sash on which was printed “Derby Stakes 1956.” 


and to work to get bettef public 
relations. We should, therefore, 
have a committee of inquiry to 
push their ideas.” 

Mr Wedgwood Benn had 
opened the debate—the first, he 
believed, on the subject—by say- 
ing that the “massive accumula- 
tion of power of State control” 
impinged on the life of the or- 
dinary citizen. He wanted the 
House to discuss the extent to 


’ 
‘Instruments of PR 
“Publicity and advertising 

have important functions, but 
they are instruments in the 
armoury of PR, and should be 
used and co-ordinated accord- 
ingly.”"—Jan Harvey. 


which the rights of the individual 
were being infringed by the 
actions of the community. 

“| want to try,” he said, “to 
see to what extent this great ad- 
ministration of public authority 
is related to human needs— 
whether we, as the paymasters 
and the consumers, are treated 
decently as human beings. 

“I believe there is a real risk 
of our getting, as Members of 
Parliament, out of touch on this 


point. 
“I shall begin,” he went on, 
“by considering the positive 


achievements already gained. I 
think that one must realise that 
there have been considerable 
achievements in the last 20 years, 
and | attribute them to the 
development of public relations 
in this country.” 

But there was still much left to 


be done. While many of the 
Ministries and most of the 
nationalised industries were 


“showing up well,” many local 
authorities were doing “virtually 
nothing.” And the appointed 
boards “had no background of 
tradition for their customers.” 

“Public relations work in the 
last ten years has not been 
extended far enough,” said Mr. 
Wedgwood Benn. “There are 
great sectors where public rela- 
tions is quite unknown. And it 
has been interpreted by some 
PROs too much in terms of put- 
ting out advertising, publicity and 
press relations material.” 


Personal relations, too, could 
be greatly improved. He had 
written in the eight days before 
the debate to 28 public authori- 
ties. The replies he had received 
had shown a lack of imagination, 
and in some cases “a coldness 
that bordered on hostility.” 

“I reached the conclusion that, 
on the whole, personal relations 
were very bad, and my general 
feeling is that the personal rela- 
tionship which exists between the 
public authorities and the people 
could be greatly improved. 

“I suggest that to improve 


personal relations, we must 
encourage complaints and sug 
gestions. I really think that the 
consumer committees of the 


nationalised industries are rather 
a flop. 

“Public relations seems to me 
to be nothing if there is not a 
three-way flow between the man 
in charge, the staff under him, 
and the public.” 

Finally Mr Wedgwood Benn 
spoke of the role of the man who 
played the key part in public 
relations—the PRO. 


HOVERING 


“Most of these men,” he said, 
“do not want to build empires; 
they want to get the right out- 
look expressed in the organisa- 
tion in which they work. 

“The real function of a PRO 
is hovering in an _ advisory 
capacity very near the top—if 
not actually at the top—of his 
department. 

Third Member to press the 
claims of the IPR for considera- 
tion by the Government as a 
source of advice and assistance 
was Peter Kirk (Gravesend, C.), 
who said that the Institute would 
be willing and able to advise the 
Government on the best steps to 
be taken “at a time when there 
is an urgent need for speedy 
action on this question of public 
relations.” 

Mr. Wedgwood Benn’s motion 
was seconded by R. H. S. Cross- 
man (Coventry, East, Lab.), who 
thought that there was a strik- 
ing difference in the standard of 
public relations between a private 
and public enterprise. 

(See Comment, page 16) 
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Resorts to support 
joint ad scheme 


CAMPAIGN, 


BROCHURE ARE PLANNED 


More than 30 holiday resorts are supporting what the 
British Travel and Holidays Association claim to be the first 
institutional campaign to boost holidays. 


Northern branch 
of BAIE to 


be formed 


House magazine editors in the 
North of England are to form a 
new branch of the British Asso- 
ciation of Industrial Editors. 
During the inaugural open 
meeting on Thursday, a visit will 
be made to Kemsley House, 
Manchester. 

There are over 1,200 house 
journals in Britain, with an esti- 
mated total monthly circulation 
of some 6 million copies. 

“With regional organisations 
already flourishing in the Lon- 
don, South-Western, and Mid- 
lands areas,” says a statement 
from the new branch, “ it has for 
some time been the Association's 
wish to develop its activities in 
the industrial North, home of 
hundreds of journals, ranging 
from four-page factory news- 
sheets to lavish productions 
vying in scope and circulation 
with publications on sale at the 
news-stands.” 

The first Northern 
will be held at 7.30 
Thursday, 


meeting 
p.m. next 
at the Central Service 
Centre of the North-Western 
Electricity Board in the Town 
Hall extension, St. Peter's Square, 
Manchester (near Central Sta- 
tion). During the evening a visit 
will be paid to nearby Kemsley 
House. 

All those concerned in the 
production of house journals, 
says the branch, will be welcome 
at the meeting. Details can be 
obtained from the acting 
honorary secretary, Nigel Lind- 
sey-Renton. editor, Royal Globe 
Group Bulletin, 1 North John 
Street, Liverpool, 2 


At a dinner given by 
Newcastle (1. to r.): W. 
Journal and North Mail’; 
Newspapers; R. Clough, 
Mail’; Lord Kemsley; W. 
Berry, managing direc tor, 

d rooks, 


Hon. 


Lord Kemsley 
Lillico, 
Lionel Berry, 
managing editor, 
Moth, editor, 

Newcastle 
sports editor, 


To be launched at the end of 
the year, the campaign will have 
two main objectives: 

@To persuade those who do 
not take holidays to do so in 
future ; and 

@To induce people to take 
their holidays out of the normal 
holiday season. 

It is understood that the resorts 
have agreed to support. the 
scheme with contributions of £50, 
£100, or £200 and that they will 
be allocated proportionate 
amounts of publicity in a booklet 
which is to be produced in the 
autumn. 

When the campaign is launched 
next January, it will involve the 
use of large spaces in the national 
dailies and some periodicals, and 
the use of posters on London 
Transport and British Railways’ 
stations. Agents for the cam- 
paign will be Colman, Prentis & 
Varley Ltd. 

British European Airways are 
stated to be supporting the 
scheme. Blackpool, Morecambe, 
and Southport are among the 
very few large holiday resorts 
that have not yet decided to 
participate 

The Association of 
Publicity Officers at 
mg on Tuesday unanimously 
welcomed the BTHA proposal 
to initiate the scheme. 


Resort 
their meet- 


New Middlesboro’ 


Viscount 
of Kemsley 


Kemsley, chairman 
Newspapers, last 
week formally started a new 
rotary press for the Evening 
Gazette, Middlesbrough. Made 
by R. Hoe and Crabtree Ltd., the 
press is capable of producing a 
32-page paper at 40,000 copies 
an hour from each of two 
deliveries. 

The inauguration was watched 
by leading Tees-side industrialists 


to members of Kemsley 

night stereo overseer, “Newcastle 

deputy chairman, Kemsley 
* Newcastle Journal and North 

“Evening Chronicle’; Hon. Denis 

Chronic le and Journal Ltd.: and 
“Evening Chronicle.” 


House, 


This toilet set was Leon Goodman's 
personal gift to Miss Eunice 
Zielin, his secretary and a director 
of Leon Goodman Displays Ltd., 
at a party at the Dorchester to 
commemorate her completion of 
21 years with the company. 

Other gifts, from members of the 
staff, clients and friends, included 
a portrait of herself, a picture of 
the front of the office building, a 
travelling case, and a handbag. 

Thanks to elaborate precautions, 
Miss Zielin was unaware of the 
nature of the party. Also shown 
in the picture is Mrs. Goodman, 
present despite a broken ankle. 


Centre’s show 


A “Design in Cotton” exhibi- 
tion—the first of six special dis- 
plays—was opened at the Design 
Centre last week by Derek 
Walker - Smith, Parliamentary 
Secretary to the Board of Trade. 
It will remain open to the public 
until July 7. 


Stalin v. advertisers 


The Observer, which devoted 
eight pages last Sunday to the full 
Krushchev denunciation of 
Stalin, apologised to advertisers 
whose advertisements had been 
omitted without warning. 


press starts up 


whom Lord 
entertained at 
Previously he 
had met the executive staff of the 
Evening Gazette at luncheon. 


and business men, 
Kemsley later 
Kemsley House. 


The visit to Middlesbrough 
followed on one to Newcastle, 
where 60 members of the execu- 
tive and management - staffs, 
whose average length of service 
was 30 years, were entertained at 
dinner in the Royal Station 
Hotel. 

Earlier in the day Lord 
Kemsley had toured all depart- 
ments of the Evening Chronicle 
and Sunday Sun, and after dinner 
he visited the night staff of the 
Newcastle Journal. 


300 expected at 


Main reason why the fifth 
Newspaper Advertising Con- 
ference will be held next year 
towards the end of March, about 
a month later than this year, is 
the weather, states L. J. Stallard, 
advertisement manager, Express 
and Star, Wolverhampton, the 
convener. 

Delegates come from all over 
the country, as well as Northern 
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ERWIN WASEY 


‘SPENDING 
10% ON TV’ 


“Erwin Wasey now has ten per 
cent of its billings in TV,” 
Walter Graebner, managing direc- 
tor of Erwin Wasey & Co., Ltd., 
just back from a trip to the 
United States, told an American 
magazine. 

Advertising Age reports him 
as saying: “I believe commer- 
cial TV in Britain is now over 
the hump.” 

Agency clients using the new 
medium include Hoover, Good- 
year, Kayser-Bondor, Quaker, 
Sunbeam, Phillips and Johnson's 
Wax. 

Ohio-born Mr. Graebner 
settled in Britain in 1937 when 
he became Time's first London 
correspondent. He joined the 
Erwin Wasey London office in 
1953 as managing director. “At 
that time the office had 200 em- 
ployees,” he said. “Now it has 
304.” 

Thomas Hedley & Co., British 
subsidiary of the American 
Proctor & Gamble organisation, 
had contributed heavily to the 
growth of the company, with the 
Cheer, Dreft and Gleem 
accounts. 

“Billings this year are running 
25 per cent ahead of 1955,” he 
added. 

Said Advertising Age: “He did 
not give volume figures but we 
understand the office is now 
approaching the £4 million level.” 


SEA VIEW—BY 
ORDER 


Hotel accommodation adver- 
tised as “sea view” and “within 
a stone’s throw of the sea,” will 
have to be, in future. 

The Association of 
Publicity Officers has decided 
that “stringent control” to ensure 
that such claims are substantially 
correct will in future be exercised 
over landladies’ advertisements 
appearing in resort literature and 
official guides. 


New PR firm 

Wartime Pathfinder ace Alex 
Thorne has set up his own PR 
and publicity firm. The company 
was registered this week, and he 
expects to be able to announce 
the names of his first clients this 
week-end, by which time the con- 
tracts will have been signed. 


Leamington Spa 


Ireland and abroad, and it is 
hoped that next year they will 
not have to suffer the snow and 
bad weather of this and previous 
years, he says. 

The programme at Leamington 
next year will again consist of a 
day devoted to display advertising 
and a day to classifieds. It is 
expected that about 300 will at- 
tend, compared with 260 this year. 


Resort 
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POSTER CONFERENCE AT LLANDUDNO 


15, 1956 


JUNE 


Three groups at the BPAA ball, left to - 


‘More research is 
needed for posters’ 


The need for more research into poster readership and the 
dangers inherent in town planners’ demands for smaller poster 
sizes were the main problems discussed at the open forum at 
the last session of the BPAA conference last week. 


One delegate, contrasting the 
amount of information put out 
by the television contractors 
with the lack of it from the out- 
door advertising interests, sug- 
gested that the latter might con- 
sider raising “a sum of about 
£10,000” for the appointment of 
a permanent research and promo- 
tion officer at headquarters. 

“If you let this year go by, 
your problem will be that much 
bigger next year,” he warned. 

This recommendation followed 
suggestions by other delegates 


‘Contact’ at the Conference— 
page 58 


that it would be helpful if 
information on the sheetage of 
towns required to cover the 
whole country could be provided, 
and that the BPAA should 
follow up, on a much bigger 
scale, the work already done in 
the pilot surveys by Outdoor 
Publicity and Mills and Rock- 
leys. 

Criticising the planners’ advo- 
cacy of smaller poster sizes, 
especially in new towns and on 
housing estates, one speaker de- 
scribed this as the “thin end of 
the wedge.” 


No smaller sizes 

“If we give way to the smaller 
sizes,” he feared, “we shall get 
consent to advertisements only 
with additional conditions impos- 
ing on us a reduction in the sizes 
of posters. 

“The industry could not face a 


wholesale reduction in poster 
sizes.” 

It was suggested that the 
problem lay in the fact that 


towns were designed before out- 
door advertising was considered 
Rather than leaving the matter 
to individual contractors, the 
council of the Association should 
give serious thought to the 
matter of a prior approach to 
designers of towns. 


Sam Allen joins in the open forum 
discussion. 


Many delegates at 


social functions 


There were excellent attend- 
ances at both the official evening 
social functions of the Con- 
ference, held at the Grand Hotel, 
Llandudno. 


At the civic reception on the 
Tuesday evening the members 
and guests were received by the 
chairman of the Llandudno 
UDC, Cr. C. R. Payne, and Mrs. 
Payne, and by the president of 
the Association, Bruce Farquhar, 
and Mrs. Farquhar. 


At the main social function, 
the ball, the delegates and guests 

who numbered approximately 
250-—were received by the presi- 
dent and his wife, and by Ald. 
James Bleakley, deputy president, 
and Mrs. Bleakley. Cabaret was 
provided by a men’s song quartet 
and by girl dancers. Dancing 
was resumed after a buffet-break 
at about midnight. 


Frank Kay, W. Gladden, S. Ireland, and D. 
. P. O'Connor, Lt. Col. Alan M. Wilkinson, and 


K. B. H. Edwards. 


Baillie; Drew Farish, Bernard Davy, and Graham Roe; 


G. R. Pope, chairman of the 
Advertising Association execu- 
tive committee, promised 
delegates at the BPAA Con- 
ference that if the press pub- 
lished attacks which _ the 


‘AA will defend you’—Pope 


outdoor advertising industry 
could not get answered satis- 
factorily, the Advertising 
Association would take up the 
case for outdoor advertising 
“if supplied with information.” 


GRANADA 


CHIEF’S HINTS 


ON HOW TO SELL 


By far the greater part of com- 
mercial television advertising 
revenue during the next 12 
months will come from money 
hitherto spent on other media, 
Alec Anson, sales and advertising 
director of Granada TV Net- 
work, Ltd., told the British Poster 
Advertising Association Con- 
ference. 

He believed that it was only 
by good selling that the total ad- 
vertising expenditure in this 
country could be increased, and 
thereby make it easier for each 
advertising enterprise to live 
successfully. 

Mr. Anson, who was speaking 
on “The art of selling,” said: 

“You may feel that the cold 
draught of the buyer’s market is 
already here or close at hand to 
poster advertising. We certainly 
have it with us in the television 
business.” 

The end result of the art of 
selling was the impression left 
in the customer’s mind when the 
order had been signed and the 
salesman had left the office. 


If the customer felt that the order 
he had signed represented a pur- 
chase that he needed, then the 
“art of selling” had been prac- 
tised, said Mr. Anson. 

If, on the other hand, as many 
people believed, the customer 
felt as the office door closed that 
“the finest salesman in the world 
had just gone out of the door,” 
then the salesman had failed in 
practising the art. 

Management might often feel 
that sales people were not “earn- 
ing their salt” when they were 
in the office. That could be true, 
but if the time spent in the office 
were devoted to preparation of 
the sales presentation in the right 
way, it was invaluable. 

“IT am always in favour of a 
personal presentation to _ the 
potential buyer being supported 
by a written document,” he said. 
“It is possible to make one's 


points very clearly in discussion 
and to have them accepted, but 
it is also infinitely stronger to be 
able to leave with the potential 


@ Continued on page 8 


At the civic reception (I. to r.): John M. Gould (Poster Advertising Asso- 
ciation of Canada), W. E. D. Allen, H. G. Ellinger, Mrs. Sam Allen, George 
Mills, Sam Allen. 
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‘WASTEFUL’ 
CHARGE 
ANSWERED 


A manufacturer who wrote to 
the Financial Times last week 
alleging the wastefulness of much 
advertising was answered two 
days later by Cecil Turner, 
chairman of Auger & Turner 
Ltd. 

The manufacturer was A. 
Vaughan Cowell, chairman of the 
National Carbonising Co. After 
claiming that production, distribu- 
tion, accountancy, organisation, 
industrial legislation and labour 
questions were all inter-related, 
he went on: 

“No man is fit to be a general 
manager or managing director 
without such knowledge, and 
much besides. If, for instance, 
he is responsible for a large 
advertising expenditure, will he 
leave himself entirely. in the 
hands of the advertising agent? 
More money can be wasted in 
that line than in any other 
branch.” 

Mr. Turner replied: 

“It is grossly misleading to 
imply that advertising is liable 
to be more wasteful than ‘any 
other branch’ of a business. 

“With inefficient management 
it is all too easy to waste money 
on production, administration, 
selling and in other ways. Pro- 
perly conceived advertising is 
never a waste of money and if it 
is conducted by a competent 
advertising agent with full 
responsibility the results will 
more often than not be a signifi- 
cant increase in assets.” 


£300 in prizes 
for competition 


Twenty-five prizes worth £300 
in all will be awarded by English 
Electric Co., Ltd., in a window 
display competition for over 
4,000 electric appliance and tele- 
vision dealers. 

The competition opened = on 
Monday 

The country will be divided 
into eight areas for judging pur- 
poses and ten windows in each 
territory will be photographed by 
June: 30. 

From this short list _ first, 
second and third prize winners 
in each area will be announced 
and the national winner selected 
by a judges’ panel in London. 


Members and guests of the Deutscher Industrie-und Handelstag (DIHT) 
made a seven-day tour of the television industry in this country last week. 
The tour, arranged by the Foreign Office and the Central Office of 
Information, included visits to the Independent Television Authority, 
Associated Rediffusion Ltd., Masius and Fergusson Ltd., BBC, Granada 


TV Network Lid., and Television Audience Measurement Ltd. 


Bedford 


Attwood, governing director of TAM (seventh from left), is seen with 
members of the German party during their visit to the TAM operations 
centre at Berkhamsted. 


LOCAL PRESS ‘GUARDIAN OF 
FREEDOM OF EXPRESSION’ 


Proposing the toast of the “Scottish Newspaper Proorietors’ Asso- 
ciation” at their annual dinner at Troon, Ayrshire, on Saturday, Lord 
Strathclyde, Minister of State for Scotland, said that because news 
was a “by-product of democracy,” he believed the press filled a “high 


niche” in the British constitution. 

In a totalitarian State, he said, 
there was no news-—there were 
only items that illustrated the 
dictator's opinion. Democracy, 
however, spoke with many voices, 
and if it were to speak effectively 
it needed many outlets. 

It was because of this, said 
Lord Strathclyde, that a free 
press ought to mean a large num- 
ber of newspapers. The doctrine 
of the freedom of the press was 
not something to be practised by 
a few but enjoyed by many, be- 
cause in the hands of a few 
people, press freedom could 
become press licence. 

It was, he said, of “vital 
importance” that local news- 
papers should flourish. They 
were the real guardians of the 
country’s freedom of expression, 
and he felt they were read more 
closely than any text-book. 

There was no room in these 
papers for extraneous material, 
yet nothing worthwhile was too 
small for them to notice. They 
appreciated that a village hall 
meeting could be more important 
to many than a demonstration in 
the Albert Hall. 

Lord Strathclyde was glad to 
see that local weeklies had not 
ignored technical changes affect- 
ing the printing industry in the 
past century. They had not been 
afraid of changes that had made 
for clarity and easier reading. 

A review of the state of Scot- 
tish local weekly newspapers 
would suggest they were facing 
up to competition as well as any 


Still more prices are increased 


Increased production costs are 
forcing more publications to in- 
crease their prices. On Monday 
the South Wales Echo went up 
from 2d. to 3d. Last week the 
Cumberland Evening News (Car- 
lisle) went up from 2d. to 24d., 
Cumberland Evening Star (Work- 
ington) I4d. to 2d., and the 
Portsmouth Evening News from 


14d. to 2d. 

At the end of the month, the 
selling price of Swift, the Hulton 
Press comic will be increased 
from 4d. to 44d.; the June issue of 
the Clergy Review sells at 4s. in- 
stead of 3s. 6d.. and in July 
History To-day will be increased 
from 2s. 6d. to 3s., and Organ 
from 3s. to 5s. a quarter. 


other industry or profession. 
Whatever new inventions might 
come on the market, they were 
unlikely to take the place of the 
local weekly in the affection of its 
readers. 


In the chair was W. H. Dunlop. 
president of the SNPA and 
Ayrshire Master Printers and 
managing director of the Ayr 
Advertiser. The toast of the 
“Newspaper Society and the Scot- 
tish Alliance of Master Printers 
and Guests” was proposed by 
W. B. Livingstone, junior vice- 
president of the SNPA, and 
responded to by J. Gwyndaff 
Jones, president of the News- 
paper Society, and J. M. Water- 
ton, president of the Scottish 
Alliance, 


These road safety milk bottle tops 
are being introduced by Venesta 
Lid. These special milk caps, 
designed and produced by the firm, 
show traffic lights, and carry the 
slogan “Stop, Look, Listen.” It is 
hoped that this specially printed foil 
will be adopted by suppliers of 
school milk throughout Britain, and 
will be used by dairies to coincide 
with local Road Safety Weeks. 


ADVERTISER'S WEEKLY 


CEA boards’ ads 
‘not regulated’ 


Mr. Aubrey Jones, Minister of 
Fuel and Power, told a 
questioner in the House of Com- 
mons on Monday that he ex- 
pected the area voards of the 
Central Electricszy Authority to 
exercise reasonable restraint on 
advertising and avoid forms of 
publicity that were misleading. 

But within that framework the 
boards, as commercial enter- 
prises, had full discretion to de- 
cide what forms of advertising 
were economically justifiable, he 
said. He could not undertake to 
regulate individual advertise- 
ments issued by them. 


This new selling aid designed by 
John Lansdell and produced by C. & 
G. Displays Lid. for BEA will be 
distributed to travel agents during 
the next few weeks. The display is 
3 ft. 6 in. by 2 ft. 3 in., and carries 
10 in. by 8 in. photographs or copy 
panels. 


‘Weekly’ ad ‘speaks 
for itself 
A reprint of a double-spread 


advertisement for the Daily 
Mirror, which appeared in 
ADVERTISER'S WEEKLY, has been 
used as a mailing shot to 3,000 of 
their leading buyers by Keystone 
Knitting Mills (1928) Ltd., Elstree. 

The advertisement mentioned 
six famous products, of which 
Keystone was one, that were to 
be advertised in the Daily Mirror 
the following week. 

Attached to the mailing shot 
was a compliments slip with the 
words “We feel this advertise- 
ment speaks for itself! P.S.—It 
appeared in ADVERTISERS’ 
WEEKLY on May 18.” 


Hulton show 


A photographic exhibition 
entitled “Family of Man” pro- 
moted by Picture Post and the 
United States Information Ser- 
vice, will be held in the foyers of 
Festival Hall throughout August. 
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ADVERTISER'S WEEKLY 


Freeman ‘widens 
management’ 


Robert Freeman, chairman of the 
Robert Freeman Co., Ltd., has 
announced board changes, effect of 
which will be to “widen the general 
management of the agency. B 
Hillman and A. T. D. George are 
to become joint managing directors. 
Mr. Hillman, who is the agency's 
art director, joined the Robert 
Freeman Co. in its first year—in 
1948—and became a director in 
1950. Mr. George, who is the com- 
pany’s senior account executive, 
joined the agency in 1949 and 
became a director in 1952. 

New appointment to the board is 
R. Wilkinson, brother of the late 
B. Wilkinson. “These board 
changes dre partly a result of the 
agency's current expansion,” says a 


statement from Mr. Freeman. 
* *x * 
Newsweek have appointed 


Francis Seidler as European adver- 
tisement manager. Mr. Scidler has 
been representing Newsweek, as 
assistant advertisement manager, 
with special responsibilities for 
Continental sales. Jack Herlihy, 
advertisement manager of the inter- 
national editions of Newsweek, who 
has been personally supervising 
the European advertisement opera- 
tions, will be returning to New 
York in the near future. James 
Healy and George H. Martin remain 
as advertisement representatives for 
the UK 
* * * 


W. J. S. Clutterbuck, a director of 


Sackville Ltd., 


Press 


London, and 
son of the managing director, with 
his bride, Angela Kirk Simon, 
daughter of Dr. and Mrs. Kenneth 


Simon, after their wedding at St. 
Michael's, Bray. 
* * * 


New officers for the 1956-7 com- 
mittee of the British Association of 
Industrial Editors London region 
are: chairman, Frank Lyon (Road 
Haulage Association); vice-chair- 
man, D. H. Griffiths (Cable and 
Wireless Ltd.); secretary-treasurer, 
Len Adams (Remington Rand Ltd.); 
other members: A. F. Batchelor 
(Hudson's Bay Co.); J. Constantine 
(Bowater Paper Corporation); J. 
Gaudin (Shell-Mex and BP Ltd.); 
Gisbert D. S. Garrett (Shell-Mex 
and BP Ltd.); Sidney Smith (Minis- 
try of Labour) and A. L. B. Thomp- 
son (Stewarts & Lloyds Ltd.) 


Eve Godfrey, formerly assistant 
to John Taylor, editor of Tailor and 
Cutter and Man About Town, has 
joined the PR firm of H. & B. Rose. 

* 7 oe 


R. R. Barnes has left Tothill 
Press, where he managed House- 
hold Equipment News and Catering 
Equipment News, and has joined 
Maclean-Hunter Lid., the UK office 
of Maclean-Hunter Publishing Co. 
of Canada, where he is working on 
their trade and technical group of 
publications. 

* * * 


Lex Hornsby, director of public 
relations at the Ministry of Labour,- 
has been nominated for the presi- 
dency of the Scientific Film Asso- 
ciation, in succession to Sir Arthur 
Elton, the documentary film pro- 
ducer. 

* * 


Dr. H. W. Howes has been ap- 


pointed educational adviser to 
Odhams Press book department. 

* * * 
Leslie B. Singleton, managing 


director of L. B. Singleton Ltd., has 
now returned from the United 
States, where he has been visiting 
the factories and laboratories of 
several of the agency's American 
clients to study latest scientific 
developments and new products 
shortly to be introduced on to the 
British market. 
* 7 * 


William J. Delaney, publicity 
co-ordinator for Esso (Ireland) Ltd., 
is back in Dublin after trips to 
London and to attend the TT Races 
in the Isle of Man. 


European tour 


Off on a European and Scandina- 
vian tour is Geoffrey Rose, export 

manager of Smiths Advertising 
Agency Ltd. Mr. Rose will be sur- 
veying markets and local manufac- 
turing possibilities on behalf of 
Smiths’ clients. He will also be at 
the 50th Anniversary Conference of 
the French Advertising Federation 
in Paris. 

* * * 

Brian D. O’Kennedy, managing 
director, O’Kennedy-Brindley Ltd., 
has left Dublin on a _ three-weeks’ 
tour, which will take him to France, 
Italy, Spain and Jugoslavia. 

a * * 

G. Donovan Candler, managing 
director of Artist Partners, Ltd., is 
leaving tomorrow (Saturday) for 
a month’s visit to Scandinavia, 


Germany and Holland. There he 
will visit clients of the compan 
and show the work of Britis 


artists represented by his company. 
* * *x 


John H. Archer, for the past ten 
years senior sales executive at 
Jarrold and Sons, Ltd., Norwich, 
has been appointed director and 
general manager of the Perfect 
Letter Printing Co., Ltd. Before 
joining Jarrolds, Mr. Archer was 
assistant to the late F. W. Wheldon, 
sales and advertising director of 
the Norvic Shoe Co., Ltd., and 
was for a time with Don. A. 
Tibbenham. Mr. Archer is a 
former honorary secretary of the 
Publicity Club of Norwich and 
Norfolk. 


1956 


This group attended a cocktail party given by Patrick Henry, sales director, 


Associated TeleVision Ltd., 
introduce 


Golley, Bernard Shearman, 


R. G. Whitfield (Patrick Motors), 


at ATV's Midlands offices in Birmingham, to 
his Midlands sales manager, John Golley, and sales executive, 
Bernard Shearman, (0 Midland advertisers and agents. L. 


to r.: John 
- Hoffman (Longleys & Hoffman), 
P. J. Austin (Davenports’ CB Lid.), 


G. R. Watson (Goodyear), Pat Henry. 


Manufacturers’ PRO 


T. V. Thomas, who organised the 
British Toy Fair in 1955 and 1956, 
has been appointed public relations 
officer to the British Toy Manufac- 
turers Association. He will con- 
tinue to act as organiser of the 
British Toy Fair which will be held 
in Brighton next February. Before 
joining the BTMA in 1954 Mr. 
Thomas was advertisement manager 
of The Toy Trader and Exporter. 


* * * 


Maurice Cantwell, for the 
five years deputy to Vic 
publicity manager of the Benjamin 
Electric Ltd., has joined Thos 
Atkins and Sons, Ltd., printers, of 
Tottenham, where he has become 
sales manager Before becoming 
assistant publicity manager Mr 
Cantwell was for 12 years senior 
assistant in Benjamin's sales depart 
ment. 


past 
Gardner, 


* * * 


Philip Kidson, public relations 
officer for A. V. Roe, Manchester, 
is resigning his present post after 
20 years with the company. He is 
moving south for the benefit of his 


wife’s health and expects to be 
leaving Manchester before next 
winter. 

a * * 


Pierre Jégu, of the Paris advertis- 
ing agency of that name, has been 
presented by his wife with a fifth 
child, a boy, Jean-Pascal. 

* * * 


L. Graham Windybank, who 
obtained first prize in the 1955 
Royal Show Poster Design Com- 
petition, is to be married on Satur- 
day to Miss Joyce Wright, of 
Leicester. They will live at Coven- 
try, where he is now working for 


the Cogent Advertising Service Ltd. 
* * * 


Retiring after 54 years in Fleet 
Street, T. F. Brown (Westminster 
Press) receives a presentation from 
Arthur Clay (‘Kent Messenger’’), 
president, Press Advertisement 
Managers’ Association. 


®@ Continued from page 6 


POSTER 
CONFERENCE 


buyer a brief and clear résumé 
of what we have said. 

“In this way we have a better 
opportunity of making sure that 
our presentation in its original 
form gets into the hands of top 
management that makes the ulti 
mate decision.” 

“The art of selling” was not a 
peculiar gift given only to cer- 
tain people with a certain kind of 
personality. It was a_ cold- 
blooded and methodical business, 


Private meeting 


on ratings 


At a private meeting of the 
BPAA conference on Tuesday 
morning, H. G. Ellinger, a 
director of Mills and Rock- 
leys, Ltd., and chairman of 
the rating committee, gave in- 
formation and guidance on 
rating assessments. 


within the reach and the power 
of the great majority, where flair 
for salesmanship played a part 
but not an all-important one. 

He urged his audience to 
analyse their selling operations, 
to pay heed to the time spent by 
their sales people on preparation, 
and to realise that, in the art of 
selling, planning followed by 
good training was possibly the 
most essential element. 

“The more I see, the more I 
learn, the more I feel that the 
basic principles of the art of sell- 
ing apply equally well to an 
advertising medium as to a pack- 
age of soap or cereals that is sold 
across the counter,” he con- 
cluded. 


ODD SPeT 


This was the 67th annual meeting 
of the BPAA. H. G. Perkins, mana 
ger of D. Weston & Co., Ltd., poster 
contractors of Enfield, acquired a 
new Singer Hunter car with the 
licence number 67BPA a few days 
before the event. 
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WOMAN'S 
Woman’s Journal has a net sale of a quarter of a million 


JOURNAL 
coupled with a high standard of advertising and editorial content. 
It goes to households with money to spend and the 


discrimination to spend it well. Yet a campaign in Woman’s 


Journal is remarkably inexpensive, and every 


advertisement in the series is a prestige advertisement for its product. 


AN AP PUBLICATION 


BURNETT Advertisement Director THE AMALGAMATED PRESS LIMITED The Fleetway House Farringdon Street London E.C.4. Phone Central 8080 
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ADVERTISER'S WEEKLY 


NEWS FROM FRANCE 


British ad men will be 
at French congress 


INTERNATIONAL SESSION IS PLANNED 


By Mostyn Mowbray 


A strong British advertising contingent at the 50th Anniversary 
Congress of the French Advertising Federation, to be held in Paris 
from June 25 to 29, will include Lt. Col. Alan M. Wilkinson, president 
of the Institute of Practitioners in Advertising ; Leslie Room, director- 
general, Advertising Association ; Ernest Pearl, president, International 
Screen Advertising Services ; and J. H. Piperno, vice-president, Inter- 
national Screen Publicity Association. 


New agency takes over 


Frederic Gamble, president of 
America’s AAAA, will also be 
present, as will representatives 
from Italy, Germany, Switzer- 
land, Belgium, Denmark, Spain, 
Holland and India. 

“* The Congress,”’ says Georges 
Petit, its commissaire-général, “is 
of course a purely national event, 
but we have invited a number of 
presidents of advertising associa- 
tions and similar bodies from 
many coun- 
tries to come 
to Paris for 
the occasion. 
Apart from 
the special 
session set 
aside for dis- 
cussion of the 
international 
aspects of ad- 
vertising, 
our foreign 
guests will 
have an op- 
portunity of 
gaining a 
first-hand 
impression of advertising activity 
here in France.” 

An attendance of about 1,500 
is expected at the series of lec- 
tures and discussions, covering 
every aspect of present-day 
advertising, to be held during the 
Congress. The _ tightly-packed 
programme of working sessions 
is interspersed with numerous 
cocktail parties, receptions, and 
other social events. 

At the Centre Marcellin 
Berthelot, an exhibition organ- 
ised by R. L. Dupuy will show 
the evolution of advertising 
techniques and styles over the 
past half-century. 


Altogether, the event promises 
to be of outstanding interest, for 
it provides, as M. Petit says, “an 
opportunity of surveying past 
achievements, taking stock of the 
present situation, and planning 
for the future of French adver- 
tising—a vital factor in the 
economic life of our country 
today.” 


Georges Petit 


~ from Wahl Asmussen | 


An advertising agency registered 
on May 31, called Graham 
Lockey & Partners Ltd., is to 
take over the activities of Wah! 
Asmussen & Co. here. The 
latter firm now ceases to trade 
in London. 


“Graham Lockey & Partners 
intends to establish itself as a 
British agency while continuing 
to offer, through its overseas 
branches and affiliates, cover- 
age in Scandinavia and 
Benelux,” said a statement 
issued this week. 


Joint managing directors will be 
Ejvind @strup and Graham 
Lockey, both of whom have 


been in the advertising busi- 
ness for the past 30 years. 

Mr. Lockey was originally with 
the Daimler Car Co. ; he went 
to Denmark in 1934 and started 
his own advertising business. 
He is well known in_ this 
country as a scratch golfer and 
as a member of NAGS and 
Sunningdale. ~- 

The directors in London will be 
J. W.. Foley-Brickley, until 
recently director and general 
manager of Telemac Ltd., and 
0. M. H. Jackson, formerly 
managing director of Stronachs 
Advertising in India, and 
latterly with Mather & 
Crowther Ltd. 


ae" 


The front cover of the July issue 
of “Vogue.” The issue will carry 
reports;of two trips across Europe 
to Italy, one in the new Ford Zodiac 
and the other in the new Sunbeam 
Rapier. Each car contained a 
fashion editor, photographer, model, 
and a chauffeur. New summer 
clothes were photographed en route. 


JUNE 15, 1956 


Live commercial 
is networked 


First advertisers to take advantage 
of the new facilities offered by ABC 
Television's new live commercial 
department were Slix Swimwear, 
whose Slix Appeal Girls have been 
appearing on the London Under- 
ground for a number of years. Last 
Saturday Slix presented a one- 
minute live commercial over ABC's 
Midland and Northern network from 
ABC's Wardour Street studios. 
Similar facilities are available in 
Manchester and Birmingham. In the 
picture Graham Roe (left) of Roe 
Television Ltd., the TV agents, dis- 
cusses the script with S. E. Reynolds, 
ABC's senior producer. With them 
are actor Humphrey Lestocq, models 
Joan Edwards and Pauline Scott, and 
commentator Rosalind Critchlow. 


Ewart Rumble to be chairman of 
IPA-AA course for lecturers 


Details of the course for 
lecturers in advertising subjects, 
which is being organised jointly 
by the Advertising Association 
and the Institute of Practitioners 
in Advertising, at 44 Belgrave 
Square, on Saturday and Sun- 
day, June 30 and July 1, have 
been issued this week. 

Ewart Rumble, chairman of 
the Advertising Joint Inter- 
mediate Examination Board, will 
be chairman of the course. 

Resident tutor will be J. L. 
Ciano, senior lecturer in charge 
of the teaching of commercial 
subjects at the Garnett College. 
The opening lecture on “Prin- 
ciples of Teaching” will be given 
by the principal of Garnett 
College, C. Jameson. 

Other tutors will be Miss G. 
McNicol and L. Powell, all mem- 
bers of the staff of Garnett 
College. H. Q. Faichney will 
open the discussion on “Practical 


Problems of Teaching Advertis- 
ing Subjects.” 

Garnett College is the LCC’s 
training college for technical 
teachers. 

Object of the course is to help 
lecturers and potential instruc- 
tors improve their teaching tech- 
niques. No fees will be 
charged; numbers are limited, 
but there are still a few vacancies 
for which application should be 
made to the AA or the IPA. 


BDMAA awards 


The annual cup awards 
luncheon of the British Direct 
Mail Advertising Association will 
be held at the Criterion next 
Thursday. The adjudicators will 
be R. B. Fishenden, print con- 
sultant, Spicer’s Ltd.; Edward 
Jones, joint managing director, 
Gee & Watson Ltd. ; and Herbert 
Dennett, formerly advertising 


manager, Austin Reed Ltd. 


| Advertise in Europe the Mithado Way’ 


ALBERT MILHADO & CO. LTD. ‘The Experts on Foreign Advertising’ 140 Cromwell Road, London, $.W.7. FREmantle 8592/3 (5 lines) 
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NEWS FROM FRANCE 


British ad men will be 
at French congress 


INTERNATIONAL SESSION IS PLANNED 
By Mostyn Mowbray 


A strong British advertising contingent at the 50th Anniversary 
Congress of the French Advertising Federation, to be held in Paris 
from June 25 to 29, will include Lt. Col. Alan M. Wilkinson, president 
of the Institute of Practitioners in Advertising ; Leslie Room, director- 
general, Advertising Association ; Ernest Pearl, president, International 
Screen Advertising Services ; and J. H. Piperno, vice-president, Inter- 
national Screen Publicity Association. 


New agency takes over 
~ from Wahl Asmussen 


Frederic Gamble, president of 
America’s AAAA, will also be 
present, as will representatives 
from Italy, Germany, Switzer- 
land, Belgium, Denmark, Spain, 
Holland and India. 

“* The Congress,” says Georges 
Petit, its commissaire-général, “is 
of course a purely national event, 
but we have invited a number of 
presidents of advertising associa- 
tions and similar bodies from 
many coun- 
tries to come 
to Paris for 
the occasion. 
Apart from 
the special 
session set 
aside for dis- 
cussion of the 
international 
aspects of ad- 
vertising, 
our foreign 
guests will 
have an op- 
portunity of 
gaining a 
first-hand 
impression of advertising activity 
here in France.” 

An attendance of about 1,500 
is expected at the series of lec- 
tures and discussions, covering 
every aspect of present-day 
advertising, to be held during the 
Congress. The tightly-packed 
programme of working sessions 
is interspersed with numerous 
cocktail parties, receptions, and 
other social events. 

At the Centre Marcellin 
Berthelot, an exhibition organ- 
ised by R. L. Dupuy will show 
the evolution of advertising 
techniques and styles over the 
past half-century. 


Altogether, the event promises 
to be of outstanding interest, for 
it provides, as M. Petit says, “an 
opportunity of surveying past 
achievements, taking stock of the 
present situation, and planning 
for the future of French adver- 
tising—a vital factor in the 
economic life of our country 
today.” 


Georges Petit 


An advertising agency registered 
on May 31, called Graham 
Lockey & Partners Ltd., is to 
take over the activities of Wahl 
Asmussen & Co. here. The 
latter firm now ceases to trade 
in London. 


“Graham Lockey & Partners 
intends to establish itself as a 
British agency while continuing 
to offer, through its overseas 
branches and affiliates, cover- 
age in Scandinavia and 
Benelux,” said a _ statement 
issued this week. 


Joint managing directors will be 
QOstrup and Graham 
both of whom have 


been in the advertising busi- 
ness for the past 30 years. 

Mr. Lockey was originally with 
the Daimler Car Co. ; he went 
to Denmark in 1934 and started 
his own advertising business. 
He is well known in_ this 
country as a scratch golfer and 
as a member of NAGS and 
Sunningdale. ~- 

The directors in London will be 
J. W.. Foley-Brickley, until 
recently director and general 
manager of Telemac Ltd., and 
O. M. H. Jackson, formerly 
managing director of Stronachs 
Advertising in India, and 
latterly with Mather & 
Crowther Ltd. 


The front cover of the July issue 
of “Vogue.” The issue will carry 
reports}of two trips across Europe 
to Italy, one in the new Ford Zodiac 
and the other in the new Sunbeam 
Rapier. Each car contained a 
fashion editor, photographer, model, 
and a chauffeur. New summer 
clothes were photographed en route. 
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Live commercial 


is networked 


First advertisers to take advantage 
of the new facilities offered by ABC 
Television's new live commercial 
department were Slix Swimwear, 
whose Slix Appeal Girls have been 
appearing on the London Under- 
ground for a number of years. Last 
Saturday Slix presented a one- 
minute live commercial over ABC's 
Midland and Northern network from 
ABC's Wardour Street studios. 
Similar facilities are available in 
Manchester and Birmingham. In the 
picture Graham Roe (left) of Roe 
Television Ltd., the TV agents, dis- 
cusses the script with S. E. Reynolds, 
ABC's senior producer. With them 
are actor Humphrey Lestocq, models 
Joan Edwards and Pauline Scott, and 
commentator Rosalind Critchlow. 


Ewart Rumble to be chairman of 
IPA-AA course for lecturers 


Details of the course for 
lecturers in advertising subjects, 
which is being organised jointly 
by the Advertising Association 
and the Institute of Practitioners 
in Advertising, at 44 Belgrave 
Square, on Saturday and Sun- 
day, June 30 and July 1, have 
been issued this week. 

Ewart Rumble, chairman of 
the Advertising Joint Inter- 
mediate Examination Board, will 
be chairman of the course. 

Resident tutor will be J. L. 
Ciano, senior lecturer in charge 
of the teaching of commercial 
subjects at the Garnett College. 
The opening lecture on “Prin- 
ciples of Teaching” will be given 
by the principal of Garnett 
College, C. Jameson. 

Other tutors will be Miss G. 
McNicol and L. Powell, all mem- 
bers of the staff of Garnett 
College. H. Q. Faichney will 
open the discussion on “Practical 


Problems of Teaching Advertis- 
ing Subjects.” 

Garnett College is the LCC's 
training college for technical 
teachers. 

Object of the course is to help 
lecturers and potential instruc- 
tors improve their teaching tech- 
niques. No fees will be 
charged; numbers are limited, 
but there are still a few vacancies 
for which application should be 
made to the AA or the IPA. 


BDMAA awards 


The annual cup awards 
luncheon of the British Direct 
Mail Advertising Association will 
be held at the Criterion next 
Thursday. The adjudicators will 
be R. B. Fishenden, print con- 
sultant, Spicer’s Ltd.; Edward 
Jones, joint managing director, 
Gee & Watson Ltd. ; and Herbert 
Dennett, formerly advertising 
manager, Austin Reed Ltd. 


 * Adwetige int Gasmope the Mithade Way 


ALBERT MILHADO & CO. LTD. ‘The Experts on Foreign Advertising’ 140 Cromwell Road, London, $.W.7. FREmantle 8592/3 (5 lines) 
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FURNITURE MEN TOLD— 


‘STATE PRICE 


AT SHOWS’ 
‘—And make it look 


just like home’ 


Three times as much will be 
spent on advertising the Furniture 
Exhibition next year, according to 
a survey of public visitors to the 
1956 Exhibition prepared for 


BFM Exhibitions Ltd. by the 
research departments of their 
advertising agents, Rumble, 


Crowther, and Nicholas Ltd. 

This year almost all the exhibi- 
tion advertising was concentrated 
on London and the South-East. 

A motivation analysis shows 
that 58 per cent of visitors were 
potential purchasers; 40 per cent 
wanted to buy “some time”; 36 
per cent were “interested in fur- 
niture”; 18 per cent wanted to 
buy “now”; and six per cent came 
for “other reasons.” 

Most-often-heard criticism was 
that retail prices were not shown. 
Many people had found it difficult 
to get an approximate idea of 
price even if they went to the 
trouble of asking. 


‘Disinterested’ staff 


Other frequent criticisms were 
that there were not enough 
leaflets and catalogues available, 
that the staff on the stands were 
“not interested” in the public and 
that the furniture was presented 
in a “higgledy-piggledy fashion 
which gave no idea of what it 
would look like in a home.” 

Exhibitors next year are 
advised in the survey: to display 
products in such a way that 
visitors can easily visualise them 
in their own homes; wherever 
possible to mark their products 
clearly with the retail price; to 
provide illustrated and descriptive 
literature of products, which the 
public may take away; to make it 
as easy as possible for the public 
to examine products at close 
quarters; and to make sure that 
the brand name by which the 
public will most readily recognise 
products is prominently displayed. 


——— 


: 
—— ie 
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First prize in the Lamtex national window display competition, 150 guineas 


and the Lamtex Trophy, was won b i 
Norwich. Here, judging the competition, are (left to right): T 


y Peter Matthews, of Buntings of 
C. Batty 


(editor of “Furnishing World’); Tom Bentley, PRO, Charles Walls and 
Partners Ltd., the organisers; H. F. Tysser (editor, ‘Carpet Review’’); 


Miss Elizabeth Gundry (“News Chronicle” feature writer); A. 


Plowman 


(editor, “Display’’); F. Bartrum, area sales manager, J. L. Tankard and 
Co., Lid., Bradford; and D Erlam-Taylor, head of display department, 
London College of Distributive Trades. 


Stationery Fair 


The Stationers’ Association of 
Great Britain and Ireland’s third 
Stationery Trade Fair will be held 
in Brighton from February 4 to 
8. A _ publicity campaign has 
begun in this country and abroad. 


This “Milk and the Nation” exhibi- 
tion, held for the past fortnight in 
the Royal Exchange, opens today 
(Friday) in the Festival Gardens, 
Battersea, as part of the Dairy Festi- 


val. The exhibition was designed by 

R. A. Spitz, and the contractors are 

Acresmith Ltd., in conjunction with 
Thames Display. 


Exhibition customers? Five for ld. 


How much does it cost to take 
art in an exhibition? Ralph 
unley, chairman of BFM Exhibi- 

tions Ltd., organisers of next 


year’s Furniture Exhibition, told 
potential exhibitors last week : 
“An average piece of furniture 
occupies 10 sq. ft. of floor space 
—and that will cost about £20. 
“We are planning for 200,000 
Suppose only half of 


visitors. 


them come—100,000. Suppose, 
as is quite probable, they come 
in pairs, husband and wife—well, 
that’s 50,000. And of that total 
suppose that only half again, 
25,000, are interested in your 
furniture. ... 

“You will still see we are offer- 
ing you five potential customers 
for every penny.” 


Research Society 
residential 


course 


The Market Research Society’s 
second residential summer school 
will be held at St. Edmund Hall, 


Oxford, from Saturday, June 30 
to Saturday, July 7. The Society 
says this course has been 


arranged after an interval of only 
one year because of the great 
success of the 1955 school. 
Numerous requests were received, 
both from this country and over- 
seas, to make it an annual event. 


The theme of the school will 
be “Market Research at Work, 
1956,” and the programme will 
allow active participation in all 
aspects of planning and practice. 


Lecturers will be senior mem- 
bers of the Society and the pre- 
sent chairman of the Society, 
Frederick Edwards, will act as 
resident chairman for the week. 
Full details of the programme 


and speakers will be available 
shortly. 


Overseas students 


_Numbers of places. are 
limited, and, of these, a quota 
has been allocated to visitors 
from overseas. The fee, which 
includes accommodation, food 
and all gratuities, will be £16, 
of which £6 will be regarded as a 
reservation fee to be retained by 
the Society in the event of cancel- 
lation. 

Applications and enquiries 
should be sent to W. H. Brooks, 
secretary, education committee, 
Market Research Society Ltd., 
Graham & Gillies Ltd. 37 
Golden Square, London, W.1. 
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America leads 
in colour 


photography 

The recently-opened exhibition 
of photographs at Kodak House, 
Kingsway, is unique in that a 
direct comparison between 
British and American styles is 
possible on a wide scale (writes 
ADVERTISER'S WEEKLY'S photo- 
graphic correspondent). 

It is called “The Best of Both 
Worlds,” and the American 
Ambassador, Winthrop Aldrich, 
opened the show. 

The exhibition is not only a 
comparison of photographic 
styles, but also gives an oppor- 
tunity of comparing print quality, 
as the American photographs 
were printed in the States. 

As far as portraiture is con- 
cerned, Britain definitely has the 
edge ; where commercial work is 
concerned both countries are on 
a par; and in the field of colour 
America definitely has the lead, 
if only on the grounds of avail- 
ability of materials. 

The exhibition is open from 
Monday to Friday 9.30 a.m. to 
6 p.m., and for two hours on 
Saturday morning, and will 
remain on view at Kingsway until 
next Saturday, June 23. 

It is hoped that the exhibition 
will tour the country at a later 
date. 


Centenary dinner 


Col. George Warden (left), chairman 
of Armstrong-Warden Ltd., on his 
arrival at the centenary dinner given 
by the agency's client, William R. 
Warner & Co., Ltd., at the Apothe- 
caries’ Hall, Black Friars Lane, is 
greeted by Eliot Warburton, chair- 
man and managing director of 
William R. Warner & Co., Ltd., 
Richard Hudnut Litd., and _ the 
Lambert Chemical Co. Ltd. 
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This Strand bombed site, transformed into a lovely garden, with the 
revealed tarred wall camouflaged by Boro artists, is an example of the 
efficiency, enterprise and thoroughness of 


BORO BILLPOSTING COMPANY 


PROPRIETORS : ODHAMS PRESS LIMITED, G. L. McLELLAN, DIRECTOR 
HEAD OFFICE: 112 HIGH HOLBORN, LONDON, W.C.1. TEMPLE BAR 2468 
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Members favour 
a building 
fund 


R. Trevor Harris was elected un- 
opposed as chairman of the Publicity 
Club of London at a special general 
meeting at the Waldorf Hotel on 
Monday. Martin Pick was elected 
vice-chairman and S. T. Holmes and 
Grahame S. Blundell were re-elected 
honorary treasurer and honorary 
secretary respectively. 

There were nine vacancies on the 
council and these were filled by Alan 


Club News. 


Betts, Victor Biddulph, W. Harold 
Butler, E. L. Childs, J. H. A. Cocks, 
John Hewson, Frederick W. Pember- 
ton, Stanley H. Vincent and Tony 
Wilson. 

During the meeting the question 
of starting a building fund for club 
premises was discussed. When put 
to the vote, the setting up of a fund 
was agreed on by 60 votes to 12. 


Evening cruise 


On Wednesday the Publicity 
Club of Glasgow is to hold an 
evening cruise. Members will 
o by train to Balloch and then 
or a sail on Loch Lomond. The 
proceeds of the evening will go 
to NABS. 


Leeds 
First social event 


of the new season 


The first social event of the new 
season for the Publicity Club of 
Leeds was the annual golf competi- 
tion at Scarcroft Golf Course last 
week, when members played for the 
Yorkshire Evening News Trophy. 
It was won by Charles Whitelock 
with a net score of 71. Stanley Gray 
was the runner-up. Frank Heywood, 
general manager of the Yorkshire 
Evening News, presented the trophy 
to Mr. Whitelock. 


Ad Man’s 
Diary 


Wednesday, June 20 

Pusliciry Cius oF HULL meeting. 
Speaker: Leslie Room, director- 
general. Advertising Association. 
Royal Station Hotel. 6 p.m. 
Pusticiry Ciusp or  GLascow. 
Evening cruise on Loch Lomond. 
Proceeds to NABS. 

Thursday, June 21 

INSTITUTE OF PuBLIC RELATIONS 
Thames River trip to Dagenham 
(By courtesy of Ford Motor Co., 
Ltd.) 

British Direcr MAIL ADVERTISING 
ASSOCIATION. Annual cup awards 
luncheon. Criterion Restaurant. 


- 


12.30 for 1 p.m. 

Friday, June 22 

REGENT ADVERTISING CLUB. Mystery 
canal trip aboard the ‘“‘Jason.”’ 


Frank Heywood, general manager of the “ 


presents the ‘ 


‘Yorkshire Evening News” 
In the centre is the president of the club, C. Roderick Gallant 


“dl 


Yorkshire Evening News’ (left), 
Trophy to Charles Whitelock. 
(Photo: 


‘Yorkshire Evening News.’’) 


At the summer meeting of the Fleet Street Column Club Golf Circle. Front 

row (I. to r.): J. Sime, E. W. Sellar, vice-captain, A. H. Mclsaac, captain, 

R. Nash, hon. treasurer, H. R. Simmons, G. P. Simon. Back row (| to r.): 

G. Martin Lewis, D. Munro, J. P. Fitzpatrick, H. Dawson Salmon, 
J. Butler, H. H. I. Gibbons, D. Gooch, hon. secretary, H. 1. Fish. 


Golf 


FSCC summer 
meeting 


Under the captaincy of A. H. 
Mclsaac, the golf circle of the Fleet 
Street Column Club held an enjoy- 
able summer meeting at Burhill last 
week. 

Results : 

Reg Curtice Cup—Martin Lewis; 
runner-up, Harold Fish. Afternoon 
foursomes—John Butler and J. B. 
Fitzpatrick; runners-up, Ray Nash 
and Eric Sellar. 

Prizes were presented by the club, 
the captain, G. Battersby, H. Daw- 
son Salmon and J. Starkey. Half- 
way round the morning competition, 
players were refreshed by the hospi- 
tality of Harold Fish. 

Mr. MclIsaac has announced that 
the date of the Golf Circle’s cap- 
tain's day has been changed to 
Tuesday, September 11, from 
September 13. 


Leiden office 


Proprietor of the Assam 
Tribune, Shri Baruah, gave a 
luncheon for 100 press and 
advertising representatives at the 
Criterion last week to open 
the new London office of the 
Assam Tribune. 


June 15, 1956 
ABC introduce 
telemats 


New facilities announced by 
ABC Television Ltd. include the 
production of telemats (animated 
cartoon 15-second spots with 
music and sound) and economy 
filmlets. 

Examples of the cost of 
telemats in one area are: series 
of 13 insertions, £3 per insertion, 
total cost £39; series of 52 
insertions, £1 17s. 6d. per inser- 
tion, total cost £97 10s. Telemats 
are exclusive to ABC’s Midland 
and Northern network. 

ABC now undertake the pro- 
duction of 15-second filmlets at a 
cost of £15 for first insertion and 
£1 for each subsequent insertion. 


‘No change’ in rates 


The current Granada TV Net- 
work Ltd. rates, and al! the other 
terms and conditions, will apply 
when the Emley Moor trans- 
mitter, covering Yorkshire and 
North Lincolnshire, is on the air 
—‘and will continue unchanged 
at least to December 31, 1956°— 
says a Granada statement. 


Expanding studio 

Kinocrat Films, makers of 
16 mm. industrial and sponsored 
films since 1937, have recently 
acquired more studio space and 
premises in Bayswater. 


Associated Newspapers’ ad revenue 
‘higher now than ever before’ 


References to newsprint figure 
prominently in Lord Rother- 
mere’s statement as chairman of 
Associated Newspapers, Ltd., 
whose Sist annual meeting will 
be held on July 6. 

The increased availability of 
newsprint has operated to the 
benefit of reader, advertiser and 
publisher, he states. There has 
been great demand for adver- 
tising in the Daily Mail, Evening 
News, and Sunday Dispatch, with 
the result that the advertisement 
revenue is the highest in the 
history of the company. 

On the other hand the increase 
of £3 10s. a ton in the price of 
newsprint will cost the company 
£425,000 in a full year, he says. 

“Both distribution and operat- 
ing costs are more likely to in- 
crease than decrease, so that any 
advantage gained by increased 
selling prices may well disappear 
during the present year. 

The statement continues: 

“I hope that the recent increase 
in price will last for a long time 
ahead, but if wages, distribution 


_costs, and the price of newsprint 


were to continue to rise during 
the next two years it would be- 
come very difficult, if not impos- 
sible, to avoid a further increase. 

“It is in the interests of all those 
who are engaged in the news- 
paper industry itself, or in pro- 
ducing its principal raw material 
newsprint, to avoid any untimely 
increase in the price of news- 
papers that might lead to lower 
circulations.” 

Associated Newspapers started 
the year with a loss of £400,000 
caused by the newspaper strike, 
and there were extra expenses 
caused by a railway strike. These 
losses and increased costs were 
covered by the increase in selling 
prices and additional advertise- 
ment revenue so that they were 
able to report a profit slightly in 
advance of a year ago. 


National Fur account 


V. Pethick Ltd. are responsible 
for the press advertising for the 
National Fur Company. Colbourne 
& Hennig Ltd. handle direct mail 
and some other print. 
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MUNICIPAL JOURNAL 


COMPLETE & CERTAIN COVERAGE OF THE 


£1,700,000,000 


LOCAL GOVERNMENT MARKET 
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THE PROGRESS 
OF PR 


When advertising is mentioned in 


the House of Commons it is 
invariably subjected to a 
shower of abuse from  ill- 


informed members. 

It was surprising, therefore, that 
public relations should have 
come in for so much praise 
when it was debated last 
Friday. And a little ironic 
that a function sometimes held 
suspect within the advertising 
business should be so clearly 
understood and appreciated by 
parliamentarians. 

The Institute of Public Relations 
can congratulate itself on the 
prestige it gained from sug- 
gestions that it should be used 
by the Government as “a 
source of advice and assist- 
ance.” 


A danger 


There is, of course, a danger in 
the growing awareness of the 
potentialities of PR. Ian 
Harvey reflected it when he 
boldly asserted : “Publicity and 
advertising have important 
functions, but they are instru- 
ments in the armoury of PR, 
and should be used and co- 
ordinated accordingly.” 

That contention is popular in PR 
circles, but it is ten years before 
its time. It tends to submerge 
in theoretical argument the 
basic need in Britain to sell 
goods and ideas—cars to dollar 
spenders, and automation to 
the workers, for example. 

Advertising is the tool of selling, 
but in today’s conditions it 
cannot be described in practical 
terms as an instrument of PR. 
It is still the major operation. 


The real task 


While congratulating themselves 
on the rapid strides made in 
recent years, public relations 
men should bear in mind that 
their biggest task is in industry. 

Works relations and, above all, 
consumer relations demand 
most attention. 

Being the mouthpiece of a 
Minister is, no doubt, a 
fascinating job. But it can- 
not compare in importance 
with the work of interpreting 
industry to the masses, helping 

“to boost productivity and thus 
maintain the nation’s economic 
balance. 


Walkers 
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The ‘invisible’ ad—secret weapon in 
‘soft selling’ armoury 


ARD selling? It’s on the 
way out. What will take 
its place? Why “soft selling.” 
of course. 
Two phenomena point the 
why ahead: 


® The quiet sell, and 
® The “invisible” ad. 


As usual, both have started 
in the United States. But any- 
thing they can do Britain can 
copy! 

The “invisible” ad is the most 
intriguing development. [t all 
began when an ice-cream adver- 
tisement was flashed on a cinema 
screen for a fraction of a second 
during the showing 
ordinary feature film. 
though they hadn’t consciously 
seen anything, the audience began 
to buy ice-cream. Sixty per cent 
more of it than usual. 

Now the psychologists must 
step in to explain. 

The ad was “invisible” to the 
audience because it was “sub- 
threshold.” It appeared on the 
screen for too short a period to 
be consciously recognised. Sub- 
threshold effects, both in vision 
and sound, have been the subject 
of experiments for some years, 
and fundamental work in Britain 
has shown that the significance 
of words projected onto a screen 
at such low intensity that they 
cannot be seen can be assimi- 
lated. 

It has also been found that 
people can discriminate between 
dots and dashes played to them 
so quietly that they cannot con- 
sciously hear them. 

It all sounds very strange, but 
apparently it is tied up with 
the working of the organising 
parts of the brain responsible for 
consciousness. The sensitivity of 
the eye and the ear is much 
greater than that of the brain, it 
seems. 


‘TECHNIQUE STRAIGHT 
FROM 1984’ 


S° the American advertising 
men are preparing to switch 
their attention to the “sub- 
threshold.” And what wonderful 
possibilities that opens up. 

Even in Britain mild interest 
has already been taken in the ap- 
plication of psychology. (Did not 
one London agency some years 
ago announce the appointment 


STEWED 
oa Pl bd ‘ 
NEWTS 

They may be thinking of 
‘soft peddling’ in America, but 
the copy in some of their ad- 
vertisements has certainly not 
yet become prim even if it is 
proper. 

How about this for a petrol 
claim? “One gallon of Power- 
X gasoline could lift the 
Empire State.” 

Or this heading on an ad 
for a magazine: “You haven't 
lived until you've tasted fried 
bees and newt stew!” 

That may sound silly. But 
not so stupid as the British 
Travel Association ad which 
urges Americans to go shop- 
ping in Britain because it is 


cheap and “the clerks all 
speak English.” 

of a_ psychological adviser?) 
Now the fun will really begin. 


Consider some of the implica- 
tions: 

What will the critics say if 
they can neither see nor hear the 
ads? 

Can the visual effect be trans- 
lated into print? 


If such things can be done in 
the middle of a TV programme 
will it be classed as sponsorship 
or banned as contrary to the Act? 

And if no one can see the 


“invisible” message how will they 
detect the blatant free puff? 


The questions crowd up. But 


who should worry most? Per 
haps the market research men. 
You see, the only test is whether 
or not there is an immediate sale. 

It all sounds rather fantastic, 
but British scientific tests have 
shown that “invisible” ads could 
work. There will, of course, be 
opposition to the use of this new 
gimmick. Already the Sunday 
Times has described it as “a sell- 
ing technique straight from 
George Orwell's 1984.” 


*‘SLAPHAPPY WORLD 
OF ADVERTISING’ 


HAT, of course, is the shape 

of things to come. Mean- 
while, the soft seller is already at 
work in America. 

The News Chronicle's New 
York Diary reports that the era 
of the “soft sell” has dawned in 
the “brash slaphappy world of 
advertising.” 

The soft sell man, it says, is 
making a gentlemanly approach 
with a contineftal accent, a black 
patch over one eye, or, in the case 
of one big firm, through an 
animated cartoon. 

The columnist seems to be a 
little out of touch. The Hatha- 
way shirt man has been at it for 
some time now, with his black 
eye-patch dreamed up by a British 
creative mind. 

However, there is other evi- 
dence of a toning down of the 
harsh clamour of flat-out Ameri- 
can selling. “Visiting firemen” 
have reported that advertising 
over there is not quite so brash 
these days. 

It is difficult to visualise British 
selling getting much “softer,” 
especially in export markets. 


TOMORROW'S TOPICS 


@Sharp reductions in  block- 
making charges will follow the 
introduction of electronic 
etching once the process is in 
wide use. 


@ Another do-it-yourself pub- 
lication is to be published soon. 
It will deal with glazing and 
glass working. 


® Socks will be on sale soon with 
colours picked out in fluores- 
cent dyes. Fluorescent ink 
will be used in the advertising. 


® New-style foreign travel posters 
with a continental flavour will 
be going up on British railway 
Station sites soon. 


MANCHESTER > 


@Heavy textiles such as 
blankets will be on self-service 
sale following the development 
of super-strength, transparent 
film for wrapping. 


® Strong, but unconfirmed, 
rumours persisted this week 
that a periodicals publisher is 
planning a new weekly journal 
dealing with trade and finance. 


@ Lancashire fabric manufac- 
turers are considering a scheme 
to market, with substantial ad 
backing, ready-made curtains 
to fit all sizes of windows. A 
similar plan for chair covers 
might follow. 
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The double life‘of an 
INVESTORS\CHRONICLE reader 


In his business life he’s But don’t ignore his 
responsible for the spending personal life. He’s ‘top’ 
x) of his firm’s money for prospect for those with 
office and factory equipment. expensive dreams to sell. 


7 out of 10 readers of the ABC 


net sale July-Dec., 1955 


INVESTORS’ CHRONICLE } 27" 


are directors or key executives in commerce, industry and finance. 
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If you want 
the lion’s share | 


The Daily Mail Whole Page is the swiftest leap to fame that money can 
buy. It’s an advertisement no reader can miss, and added to the 

Daily Mail’s national coverage is its influence with retailers in every branch 
of trade. The rate is £3,250, the impact far more than proportionate 

to the cost per column-inch. 

If you’re out for the lion’s share, why be content with 
half-measures ? Take a Whole Page in the Daily Mail. 


Success stories start 
with Daily Mail 


whole pages 
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COPYTASTER has seen a fear-motive 


REVIEW OF 


20 


ADVERTISING 


advertisement for British Trawlers that 


strikes him forcibly as being— 


A different kettle 


of fish 


FOR a year or more the 
large advertisements of 
British Trawlers Federation 
Ltd. have been making a con- 
siderable impression on my 
mind. And I have said with 
Bunthorne that if these young 
men are too deep for me, what 
singularly deep young men 
these deep young men must be. 

There was a skeleton of a fish, 
as neat and clean as if it had 
been picked over by a most fas- 
tidious cat; and I seem to 


remember an interesting picture 
of the anatomy of a trawler. 

There was a fine portrait of a 
cod, and no doubt there were also 
advertisements showing trawler- 
men at work. And the copy told 
us, at some length, that the price 
of fish was not too high, all 
things considered. 

Indeed, it was the cheapest 
food one could buy. 

That was all clear enough, 
but what I found so difficult 
was to know to whom the ad- 


vertisements were really 


OAKS 
[seven 


Fronenoet 
— adil 


CHATHAM 


OBSERVER 


Copytaster likes J 

the freshness of 

this advertisement | 
and also the 

fact that it talks of 

a_ detergent that 

actually gets things 


TIDES IN-DIRT'S OUT | 


June 15, 1956 


Yes...abe the dint! 


veto cewe 


clean. TIDE-CLEAN CLOTHES ARE CLEANEST OF ALL! 


addressed and why they were 
where I found them: in news- 
papers whose readers are not 
generally supposed to be un- 
duly concerned about the cost 
of food. 
lo my mind, it seemed clear 
that the advertisements were 
aimed at men rather than women. 
And I imagined that there was a 
political axe to grind—a hope of 
a subsidy on fish, perhaps, or a 
fear of an existing one being re- 
moved; a threat of nationalisa- 
tion to be thwarted or something 
of the kind. 

It never seriously occurred 
to me that they were meant to 
sell fish, for the whole tone of 
the layouts and copy seemed 
to lack any appeal to women. 
At all events that was what I 

thought about them. Other 
people may disagree. 


Possibility of refusal 

But this new advertisement is a 
very different kettle; an all-out 
attempt to sell fish by fear—fear 
of coronary thrombosis—and I 
do not like it at all. If this had 
been an advertisement for a pro- 
prietary medicine I am not at all 
sure that it would not have been 
refused publication. It is a great 
many years since I read such 
copy in a national newspaper and 
I thought that I should never see 
it again. Consider this: 

You need fats and oils for 
energy. But there's danger in 
too much of a good thing. The 
danger has a queer name. It's 
cholesterol. It plays an im- 
portant part in causing coro- 
nary thrombosis, that form of 
heart attack which is one of 
the chief killers of this modern 
age. Animal fats raise appre- 


ciably the Cholesterol Content 
of the blood. If you are sus- 
ceptible, the cholesterol furs 
up the arteries in your heart, 
and little clots of blood are 
liable to form in the already 
narrowed arteries. They can- 
not get through the channel. 
Circulation stops. You feel 
pain and shock. The _ heart 
muscle is starved Of blood. It 
stops—or at least suffers bad 
scarring—and that's that, often 
very suddenly and with no 
warning. 


Is this clever advertising? 


Bad for hearts 


I say it is clever but not good, 
and I believe that a great many 
doctors will strongly disapprove 
of it, for many of them believe 
that worrying about their hearts 
is very bad for people who are 
susceptible to heart attacks and 
the nervous tension that leads to 
them. 

Mind you, I am not saying that 
the advertisement is untrue or 
even inaccurate. I do say that 
from every point of view it is 
regrettable and I doubt’ very 
much whether it will sell many 
pounds of fish. 

There is a certain amount of 
evidence that if an advertising 
campaign exploits the fear 
motive too strongly the 
majority of the public cease to 
buy it because they do not 
want to be continually re- 
minded of their fear. 

Let me give you some of the 
evidence. 

Between the two world wars a 
maker of filter-tip cigarettes pro 
duced a campaign showing a 
nicotine-stained hand and the 

@ Continued on page 22 
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From ‘Kitty and the Gorilla’, 


one of a series of cartoon films for 


Kitty Kola in overseas markets 


Can the Man-with-the-Gong 
strengthen the impact 
of YOUR advertising? 


VARIETY is the spice of interest; who knows that 
better than the Man-with-the-Gong—symbolising 
The Rank Organisation? Accordingly, in the pro- 
duction of films and filmlets he makes use of all the 
techniques of screen presentation. Live action, as 
in ‘‘Tips’’ and *“‘Shop’’, is only one of them. Others 
include cartoon treatments, animated products, 
marionettes, diagrams, animated lettering. The 
script may be broadly humorous, or a forthright 
demonstration, or drama, or light comedy. The 


selling story may be spoken, sung or lettered. And 


out of the variety of ways to present your product 
on the screen, you can trust the Man-with-the-Gong 
to recommend the most effective one. 

Nor is the Man-with-the-Gong content to leave 
it at that; he is ever searching for new devices 
to heighten the selling force of the cinema screen. 
Bring him into consultation on your own prob- 
lems. All the Rank screen advertising activities 
for Great Britain and Overseas are centred in 
Rank Sereen Services Limited, 11 Hill Street, 
London, W.1. (Grosvenor 6353). 
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A detergent ad with 
a fresh approach 


slogan: “ Look at your fingers— 
and think of your throat!’’—but 
the campaign was one of the 
shortest ever launched and I 
heard on good authority that this 
clever and powerful slogan not 
only failed to increase the sales 
ne sent them dramatically down- 
ill. 

People just did not want to 
think about the idea. 


Appealing to fear 


I am not as much concerned 
with the suggestion that this is 
knocking copy against animal 
fats such as butter and lard, 
although I deplore always the 
argument that is best exemplified 
by the famous slimming cam- 
paign for Lucky Strike cigarettes : 
“Reach for a Lucky instead of a 
sweet.” What does cause me 
deep concern is the attempt to 
make commercial gain by creat- 
ing fear in people’s minds about 
their health. 

The vivid and dramatic way in 
which coronary thrombosis is 
described is a stinking cry of fish, 
and IJ hope that it is only a flash 
in the pan, not the beginning of 
a big campaign. 

* = * 


THE ADVERTISING for household 


detergents has become so ugly and 
rowdy and the claims have been 
so nearly alike—whiter, whitest, 
brightest, whiter than white and 
brightest of all—that I can never 
remember which is which, and | 
thought I had cured myself of 
even glancing at them. House- 
wives may thrive on it, but I 
become weary of having people 
bawl in my ear and beat me over 
the head. 4 


In some ways, however, this 
new Tide advertisement seems a 
little less tiresome than most— 
perhaps because the usual raptur- 
ous user has been tucked away 
in a bottom corner and shown in 
profile instead of goggling at me 
with eyes like poached eggs or 
sun-glasses from which the glass 
has been removed. 


The little visual joke of show- 
ing a packet coming on the 
tide helps to identify the adver- 
tisement more memorably with 
the product than usual and the 
headline is less outrageous than 
most. 


In fact, there is not a word 
about whiter or brighter in the 
entire advertisement but, of 
course, the copy is full of repeti- 
tion; presumably some keen re- 
search worker has discovered that 


Lia 


Hows 
your 


(( 


Cholesterol 
Content ? 


JuNnE 15, 1956 


Copytaster has been very surprised to read the wording of this 


message (first noted in Talking Points on June 1). 


He seriously 


wonders whether the nation’s medical men are in favour of the line 
taken, and he has pointed out that an appeal to fear can have the 
reverse of the effect on sales that is desired. 


this kind of reiteration really does 
make the message stick more 
tenaciously to people’s minds: 
When is a pair of pyjamas 
clean, clean the way you really 
like to see them? There's no 
two ways about it. They're 
clean only when the dirt’'s been 
got out. Yes, all the dirt. 
Then they're clean. Tide-clean. 
Nothing can beat Tide for 
getting your things as clean as 
this. 


When Tide goes into that 
wash of yours—out comes the 
dirt. Wash or boil, there’s none 
left in. Tide's made to work 
this way, specially to get all the 
dirt out. And it never makes 
scum, Never. 


Fact is, Tide and dirt don't 
live in the same house. When 
Tide's in—dirt's out. All of 
it. That's why a Tide-clean 


@ Continued on page 24 


@ Hasters of Display 


Head Office & Works. 
Commercial Road, 
Gloucester. 

Tel: Gloucester 22281 /4 


Birmingham Factory. 
70 Caroline Street, 
Birmingham, 3. 

Tel: CENtral 1941. 


Birmingham Main Offices. 
Daimler House, 

Paradise Street, 
Birmingham, |. 

Tel: MiDland 0528. 


Cheltenham Factory. 
Chester Walk, 

St. Georges Place, 
Cheltenham. 

Tel: Cheltenham 3580. 


London Offices. 

22 Buckingham Street, 
London, W.C.2. 

Tel: TRAfalgar 4277/8. 


Manchester Offices. 
Victoria Buildings, 

32 Deansgate, 
Manchester, 3. 

Tel: BLAckfriars 3851. 


Cardiff Offices. 

89 Newport Road, 
Cardiff. 

Tel: Cardiff 29316. 
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Trapinex point-of-sale displays are 
cleverly constructed for pleasing 
presentation and strong sales appeal, 
from original designs produced by 
our unique team of artists and 
designers. 

Modern methods of reproduction 
and construction are used to give 

a complete service of which we are 
justly proud. 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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An attractive plastic display—Vacuum 


ADVERTISER’S WEEKLY 


formed in outstanding 3D and screen 


printed in 12 colours. This use of vacuum 
forming for display material is the result 
of extensive research by our factory and 
now means that displays, showcards, etc., 
can “‘ come to life ”—at an economic 
price ! 
Let us show you how the above process 
can be used for your point of sale material. 


Write, call or telephone 


A Cli e @ Marketing Ltd. 


WARWICK COURT, LONDON, W.C.I 
CHAncery 5654-5. 


| this 


| gossip) 
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Copytaster spots a lapse 


The use of the 
word “rather,” 
and the charming 
illustration, have 


combined to form 


an advertisement 
that Copytaster 
finds very enjoy- 


able. 


in a detergent ad 


ThreeNuns .-~ 
The rather beter ogaréttz KS / 
=) 


2/044. for ten + 


4/1d. fer acenty 


cleaner. See 


’ 


wash is 

wash-day |! 

Perhaps | am exaggerating the 
repetition. The word clean or 
cleaner only appears 11 times in 
the whole advertisement—a com- 
paratively modest allowance for 
type of advertising. Even 
the name of the product appears 
less than a dozen times. Such 
restraint is going to get somebody 
into trouble for un-American 
activities one of these fine days. 

In spite of everything, I like 
this advertisement. 

I like its freshness and the en- 
thusiasm of the copy, and I am 
delighted to hear of one detergent 
that gets things clean instead of 
merely making them look whiter. 
Indeed, | will even overlook the 


next 


A book to revive 
old memories 


Up and Down the Line, by Jack 
Train, published by Odhams, price 15s 

“THis Is Jairmany calling, 
Jairmany calling. Here is the 
news in English. Where is the 
Ark Royal? It has come to our 
knowledge that, owing to the 


shortage of brown paper in Great 
Britain, boots are being made of 
leather!” 

Does that not bring a glow of 
affectionate remembrance to any- 
body who has enjoyed 
ITMA? That of all 
radio comedy not the 
only subject Train's 
but it 


ever 

greatest 
Series is 
of Jack 
autobiography, 


lapse from grammar just this once 
for the sake of peaceful 
existence. 
But I hope the copywriter will 
not do it again. 
* ” * 


Dip you see the Three Nuns 
cigarette advertisement with a 
sketch of the two young 
by that charming artist 
Peyet? 

I haven't enjoyed an advertise 
ment more for months, and | 
liked the restrained line in the 
copy about the man who prefers 
a “rather better’ cigarette 

Perhaps the Features Editor 
could find a proof of the adver 
tisement to show you? Mine 
was spring-cleaned, alas! 


co- 


lovers 
Roger 


provides the pages to which most 
fans will probably turn first. 

An enjoyable book of reminis 
cences—al] the better for a large 
number of photographs. 


Register of trades 


MORE AND more manutacturers 
are moving their premises 
the EC to the W postal districts 
of London. This has been found 
by the canvassers of the Trades 
Register of London, the 1956 
edition of which has now been 
published. The new edition, 
which is published by the Kemp’s 
Group of Publishing Companies, 
contains more than 55,000 classi- 
fied names and addresses in the 
London Postal District. 
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Through the RADIO TIMES you reach men who want T/V sets and 
women who'd sooner have washing machines. You reach every other 
kind of man and woman too. Nearly 9 million* households take the 
RADIO TIMES every week. At least 19 million** people read it 
every week—9 days a week, from Friday to the following Saturday. 


There’s a lovely mass market for you! Cost-per-reply and cost-per- 


order ratios are better than those of any other medium. There’s 
pulling power for you! You can’t help but— 


Sell THROUGH the 


RADIO TIMES 


*ABC CIRCULATION JAN.-DEC. '9ss—8,800,715 
**NATIONAL READERSHIP SURVEY 1954 — 19,062,000 


All enquiries to: TOM HENN, HEAD OF ADVERTISEMENT DEPT., BBC PUBLICATIONS, 35, MARYLEBONE HIGH STREET, LONDON, W.1. 
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PRINTERS 


/ 


for the 


type of 


print that 


you turn 


over to see 


who did it. 


W-R- ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-€-4 
City 6480 


PUBLIC RELATIONS 
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Amenity for staff—test 
market for ad men 


iy has long been common 
practice in industrial con- 
cerns to allow their staff to buy 
their merchandise at reduced 
prices .. . and it has been so 
at Keystone’s—the stocking 
people. 

Recently, however, they gave 
the practice a new angle when 
they opened the “Keystone Staff 
Store.” 

This has been designed for 
several reasons. 

To begin with, the aim was to 
give the staff the opportunity of 
buying the merchandise that they 
help to produce in a “shop” 
atmosphere and thus be able to 
take more interest in their work. 


Aware of campaigns 


Also, the firm wanted to show 
them new items of advertising 
and display material, so that they 
will feel in the picture regarding 
the advertising that their com- 
pany 18 carrying out. 

Thirdly, the company wished 
to experiment with new display 
material, new methods of sel- 
ling and new methods of pre- 
senting merchandise—and to 
study these in shop conditions. 


Additionally, the new shop 
(which was officially opened by 
Magda Miller, currently appear- 
ing in the film “It's Never Too 
Late”) gives greater facility to 
Keystone staff to select the exact 
items of merchandise that they 
want. 


The Keystone Staff Store was 
attractively opened by film actress 
Maeda Miller. 


Top dog 


EACH YEAR Britain's best police 
dog is chosen in a contest for the 
Carta Carna Cup, valued at £50. 
which is given by dog food 
manufacturers F. C. Lowe & Son 
Ltd., of Sittingbourne, Kent 
This year’s trials were held re 
cently at Barnard Castle and 
Darlington, and organised by the 
Associated Sheep, Police and 
Army Dog Society. 


Seeing how the cold is made 


In the Frigidaire “glasshouse” (humidity and temperature controlled) 
Paula Marshall, who appears in Frigidaire television commercials, and 
her hushand, David Nixon, watch the assembly of the “Metar-Miser” 


refrigeration unit. 


With them is Frigidaire sales promotion and 
advertising manager, K. H. Vere. 
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ever-increasing 
sale now tops... 


The ONLY paper giving ALL the I.T.V. 


programmes in full and exclusive detail 


for seven days in advance. 


<Tp 


~ ew 


“iv £300 per page-only 7/6 per 


page per thousand copies. 


LESLIE A. MANDER, ADVERTISEMENT MANAGER 
T.V. TIMES, TELEVISION HOUSE, KINGSWAY, W.C.2. HOLborn 7888 
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Aol rae 
ditt BOOKSHELF i 
| » Are copywriters getting the workers’ 
wavelength today? Two books can 
by CECIL CHISHOLM, 


help them to tune in 
author of Communication in Industry 
NDUSTRIAL friction con- that business cannot continue 
tinues to bedevil the business to exist as we know it toda) 


situation. As a result, more unless more and more ways 
rs we @ 1d to bring the essen- 

advertia 7 called on are founc 

sy ak ates Sk world i. tials of democracy into the 


; j work place. Fortunately, the 
sumption. How much of their principles of democracy do not 


copy, so urgently addressed to require that such business 
the worker, gets anywhere near functions as financing, expan- 
his wavelength? Already, in sion or curtailment of produc- 
1950. Fortune estimated that tion, and hiring be decided 


at least $100 million was to be upon : by vote of the 
: majoruyv. ... 
selma 0 pre Translated into his own lingo, 


Here’s a big Thank You from us at the Agency, to paper, “it is not worth a this means to the worker: 


“Management is boss. We 


Guides to copywriting for 


industrial relations 


damn.” give the orders: you take : 

ade ‘ournal. ogr her Consider this from Messrs. them. We will put our fac- 

=” the Tr Press f 5s Phot ap Sy Johnson and Johnson (of John- tories where we like, and when 

BI i. Li son’s Powder, etc.) for instance, we like. If our decision wrecks 
ockmakers tterpress Printers thogra hers to their American employees: one town's amenities and leaves : 

. iP . “Unlike the organisational _ the peers of another 

‘“ r structure of the church, the without a job, that is just too 

T ypesetters, Stereotypers, Silk Screen Printers school, the local, and even bad. We will hire whom we 

national government, industry like and a when it 

. “77, in its organisation is essentially suits Us. ‘hat money we 

and Display Manufacturers, for your willing and authoritarian. ... Many think @ Continued on page 30 


high-pressure co-operation in the launching of 


STIXON 


TheNEWself adhesive plastic covering 


The effort was justified ! 
Client reports 
immediate favourable response. 


BE. we. wiktsomn 


ar-—— ' The Fraser & Chalmers Engineering Works’ stand at the Mechanical 
} Handling Exhibition 1956 was designed by John Lansdell and built 
by the City Display organisation. It occupied an area of some 1,000 
- QUEEN STREET MAYFAIR W I square feet. A feature of the stand was a working model to 1/30th 
> ? 7 scale of the company’s new wagon marshalling gear, the diorama 
GROSVENOR 1938 for which was built by McCutcheon Studios. 
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- is an example of the successful application of house- 
to-house methods to the testing of a new product prior to 
marketing. 


The product, a proprietary article, was limited in use to 
babies up to 2 years old. The object of the test was to 
ascertain the nature of the mothers’ reaction to the product. 
A folder, describing the product and offering a free sample, 
was distributed, house-to-house, to 10,000 households in a 
selected area of Greater London. .300 mothers wrote in 
requesting the sample. The age groups of the babies con- 


cerned were: 
Under 6 months 19% 
6 to 9 e 33% 
10 to 16 é 33% 
17 to 24 j 13% 


100°, 
At this stage, an independent research conducted by 
Consumer Research Ltd., established the following facts : 


am 
1 At the time of interviewing, 85°, of the mothers had 
had the sample for one or two weeks. 
51° had made use of the sample. The remaining 49°, 
had not had occasion to use it, but intended to do so 


when occasion arose. 


Of those who had used the sample 
67°, had found it effective 
8°, had found it ineffective 


25°., were uncertain 
ld Frequency of use had been as follows : 


Various other checks were made on the characteristics of 
the product and on price reaction. 


- The conclusion arrived at from this simple and economical 
test was that the product would command a worthwhile sale 
in its particular market—another illustration of the uses to 
which circular distribution can be put. 


We can undertake the distribution of circulars and samples 
to all houses in towns throughout the country. The minimum 
we can accept is 10,000—our maximum capacity approxi- 
mately 6,000,000 per week. We have a regularly employed 
field staff of some 4,000 personnel and an exceedingly 
efficient system of supervision. The normal cost of distri- 
bution per household is less than one penny. 


We should be glad to send you an explanatory booklet. 


CIRCULAR DISTRIBUTORS LTD 


54 Great Marlborough Street London W.! 
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The lightweight Talkiestrip Projector packs into one easy-to- 
carry case, weighs only 19 lbs., and yet is a complete projection 
unit for showing film strips with recorded commentary. 
Simple to thread, finger-flick changing, designed for standard 
or L.P. records. 

For Rear Projection — the screen is built into the lid. Set up the 
equipment and show ! 

For Front Projection — simply change the lens and project on to 
a normal screen. 


Please write for further particulars 


SOUND-SERVICES LIMITED 


269, Kingston Road, S.W.19. Telephone: Liberty 4291 
An Associate of The Film Producers Guild 


TGA $33 


“LOOK and 
LISTEN” 


THE MONTHLY JOURNAL OF AUDIO-VISUAL TRAINING 
AND EDUCATION. 


READ BY EDUCATIONAL AUTHORITIES 
TEACHERS AND INDUSTRIAL TRAINING 
OFFICERS IN 

GREAT BRITAIN 
AUSTRALIA 
INDIA 
SOUTH AFRICA 
UNITED STATES 


and many other countries abroad. 


“LOOK & LISTEN’’, CABLE PRESS 
HOL 7771 


62 DOUGHTY ST., LONDON, W.C.1. 
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Guides to effective copy 


on industrial relations 


make, and who gets it, it is no 
one’s business but ours. Trade 
unions and government keep 
out! : 

These quotations come from 


the first text book to be written 
on industrial relations trom the 
starting point of the individual 
personality.* 

Most text books work from the 
outside, studying the history of 
trade union and collective bar- 
gaining first and dealing with the 
individuals who compose the 
worker groups only incidentally. 


However, Michael P. Fogarty. 
lecturer on Applied Arts at 
Cardiff University, reverses the 
process He uses the atom 
smashing approach of the 


physical sciences. Starting with 
the individual, the smallest atom 
in the group, he goes on to show 
how personalities combine in 
groups. His book, incidentally. 
is NOt a management study. “It 
is,’ as he says, “the anatomy and 
physiology of industrial rela 
tions.” This may sound a trifle 
forbidding—but the book itself 
is not. 

In this first text 
author has assembled many of 
the most interesting results of 
recent researches here and in the 
United States of America into 
group behaviour, into the psycho- 
logy of personality and into the 
impact on the individual of the 
larger group. 

For the advertising man called 
on to work on copy for industrial 
relations, this book should be 
valuable. 


book the 


Alerting the managers 


In this country there is no 
Opposite number to the vigorous 
American Management Associa- 
tion. That body has organised 
excellent courses, conferences. 
pamphlets, broadcasts, to alert 
managers to the problems of 
communications in _ industrial 
relations. It also sponsors the 
huge annual National Packaging 
Exposition. Now they have pro- 
duced a book on the subject of 
industrial relations.** 

Brightly written, well arranged, 
well produced, it is a little 
disappointing from so authorita- 
tive a source. 

Although every phase of the 
subject is covered, each has a 


different author, and if two is 
company, 22 is a crowd. Angles, 
argument, style, change every 
few pages, so that the whole 
thing reads like a scrap-book. 
Also, one is constantly jolted 
from one level to another. After 


being treated at top level to a 


* Personality and Group Relations in 
Industry, by Michael P. Fogarty, pubd- 
lished by Longmans, price 30s 

** Effective Communication on the 
Job, edited by M. Joseph Dooher and 
V. Marquis, published by the American 
Management Association 


leisurely, semi 
discussion on the “Semantics of 
Human Relations,” it jars me to 
be addressed as a junior super 
visor on “What your boss wants 
to know.” 

On the other hand, the book 
has some first-rate specific 
instances of procedures for 
special cases, notably talking 
safety, induction and getting an 
idea across. Here the editors 
(our 23rd and 24th collaborators) 
do extremely well 

Our 25th contributor, in a 
foreword, gives Schweitzer's 
account of the moment of under- 
standing between human beings: 

“We wander through life, in 
a semi-darkness in which none 
of us can distinguish exactly 
the features of his neighbour 
only from time to time, 
through some experience that 
we have with our companion, 
or through some remark that 

he passes, he stands for a 

moment, close to us, as though 

illumined by a_ flash of 
lightning.” 

Surely the best definition of 
effective communication ever 
penned. 


philosophical 


How to keep in 
full production 


How much production is 
being lost in factories be- 
cause of failures to keep plant 
up to its work? 

Without doubt the loss must 
be reckoned in millions of 
pounds a year, for during an 
inquiry carried out by the British 
Productivity Council a surpris- 
ingly large number of manufac- 
turing organisations admitted 
that they did not operate any set 
programme of preventive main- 
tenance of their machinery and 
appliances. 

This publication* is the second 
in a series designed to illustrate, 
by quoting case study examples, 
practical steps which have been 
taken to apply specific industrial 
techniques. It reveals the methods 
adopted by 13 British firms to 
introduce schemes of preventive 
plant maintenance. The indus- 
tries covered are diverse, ranging 
from aircraft production to 
biscuit making. 

Are the results worth while? 

This publication, instead of 
producing _ statistical evidence, 
refers to the comment of a chief 
engineer who remarked: “Prior 
to the introduction of a scheme 
in my factory I was called out of 
bed about three times a week on 
the average. Now I sleep at 
nights undisturbed.” 


* Plant Maintenance (13 Industries), 
published by the British Productivity 
d. 


Council, price 2s 
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AIRCRAFT PRODUCTION is read by senior executives, designers 
and production engineers. It provides authoritative information 
on the newest machines, methods and materials — an essential 
service in an industry where design changes are frequent. Of 
its readers, 40°, are overseas. There is no waste circulation — all 
copies are by subscription or to order. 
With world attention concentrated on Farnborough, AIRCRAFT 
Speci al i zed PRODUCTION will publish two special issues containing technical 
reports and surveys of all significant production developments 
disclosed at the Exhibition. 
Advertisements in these issues will be studied throughout 
the world. Contact the Advertisement Manager now. 


economical 


coverage 


the September and October issues of... 


Phe journal of the AIRCRAFT 
fircraft Manufacturing Industry PRODUCTION 


DORSET HOUSE, STAMFORD STREET, LONDON, §.+ WATERLOO 3333 (60 LINE; 


to A er, is yok ~All ay Yo 7 : - y, a 
a 
BR ae So Ae eS ww 
$ ° 9 ns 
2 « fsss f j 
« ~ Sa CR. See f | 
“ ~ i see / f “ry 
of 4 q “ j 1 
sa re ROUGH | 
2 es Soe to. 
é ; | ARE j 
eg B / 7 2 7 > 
% +4 ~~ %, A Se. weg { | 
' 4 a J.J “y j 5 | 
Ne a / f ¥ 7 : ; j “4 
s §6Focus-oN// 
, ‘il lie cy a mn / exmeneery */ j j 
. Ae ar a eee ; b pe = cme ten een e, “é / j i 
bee rs ‘ ’ ; oe : : r j j / 7 1 
: a _ m9 4 + (ale! | ee dik a '} Mite :/ 
cs teh Me ete ies ga oo 2 a is if 
(a ee IRGRAFT | 
Hard Li = ce A aner /aee Bine 
. qlel vents ogy <p. = Me Pid 
y, Wepeare st a aed a: A Sas Mig . 
44 let eeecr ree eee PRODUCTION) | 
L ‘es ae fe een ee, . 
: tied *; 2 4 eae ee “3 * 7, ¢; of 7 ea ; ; 
* } ee Ld i oe | Bal” _ ML As ' Py ig. 
, Beis tie ae ae ro oO em al cS oy Bi } 
. im, ce « . ‘i q At 3h, en 
‘ tee : o. é uA Pa they a yy ieee sie) 
~ ‘ ‘ + o . 4 ‘3 : é . od 4 rh ry eS ~ z a / : ay f pe 3 ; 
me ‘wa - : ia ’ Fi , a” oar “I J - oan [i . j 
4 je % 5 > 4 ka ° So , p Pres : : j 
‘, Gear] I a Ppa 
: le { =) Sy ubteeeets (7 | ae } ] 
" \ 2 iA ea ; “ = © es chine y 
5 = ‘ oar } 
| ee 7 ye id a = ’ 4 aS Je ‘ i 
_ ; ‘ ” «| ; : be 
e? . Se 
ee 
} 
: f 
| | J 
, | 
OTe 
| | 


ADVERTISER'S WEEKLY 


For a quarter of a century Sidac has 


experience and skill of our technical 
are at your command. 
BRITISH SIDAC LTD 


ST. HELENS, LANCASHIRE. St. Helens 4041 


LONDON SALES OFFICE 
12 UFTON ROAD, LONDON, N.!. 


Sidac is a transparent cellulose wrapping. 
Available clear or tinted, plain or printed, 
in types and thicknesses for every purpose, 
in sheet or reel form or made up into bags. 


supplied to many various trades and the 


CLissold 6404 


been 


staff 


32 


May we remind you that 


STUDIO LISA, 
Grape Street, W.C.2. 
Tem Bar 4606/7. 


STUDIO LISA’S 
PHOTOGRAPHIC LIBRARY 


probably have the very photograph 
you are looking for at this moment. 


Large stock of colour transparencies 


$O TEMPLE CHAMBERS - 


TEMPLE AVENUE 


KENNEDY PRESS LTD - 31 KING ST WEST * MANCHESTER 3 


LONDON E.C; 4 
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A new approach to 


ELL them a story! That is 
the lesson to be learnt from 
the Wolverhampton Express 
and Star's composite advertis- 
ing page aimed at June brides 
—and bridegrooms. 

Basing their theme on the fact 
that June is a popular month for 
weddings, 10 advertisers—with 
gowns, morning clothes, flowers, 
cars, wines, wedding cakes, rings, 
luggage, honeymoon clothes and 
houses—were persuaded to take 
space to advertise their products 
and services. 

Presented in story form, each 
advertiser's copy, together with 
name and address in bold type, 
takes its place in logical sequence 
on the page—reading from top 
left to bottom right. 


Handled in office 


The copywriting was handled 
by the Express and Star's adver- 
tisement department; and excel- 


lently done, too. Sample: 
“It's adream gown... The 
happy day has arrived; our 


radiant bride, of course, looks 

her loveliest in a dream gown 

of white satin, and a becoming 
headdress of Brussels lace from 

—The Bridal Wear Specialists. 

SUZANNES, etc. 

Having traced the happy 
couple’s journey from church to 
reception, then away on honey- 
moon, the joyful saga ended with 
an illustration of “a home 


SUZANNES 
Centeat Wvade 


ee teem NE 


the composite page 


JOHN ROBERTS 


designed and made 
living.” 

All that was necessary to finish 
off the page and give it a com- 


for happy 


posite effect was a decorative 
S-shaped scroll, a few leafy 
branches—and the hard-selling 


line “Such perfect arrangements 
for a lovely June bride.” 

And such perfect arrangements 
for increasing revenue, too! 
Congratulations to advertisement 
manager L. J. Stallard for an 
out-of-the-rut idea. 

7 + 7 


THE ADVERTISEMENT 
of the Bucks Examiner, Mrs. 1 
Jackson, sent me a_ classified 
advertisement cutting from her 
paper about which she writes 
proudly: “The cost of the adver- 
tisement was 6s. 6d. and to date 
the client has received 115 
replies.” 

What was the subject of the 
advertisement? It asked for 
“a reliable person to look after 
34-year-old girl, one or two days 


@ Continued on page 4 


manager 


Such perfect arrangements 


for a... 


This is how the 
Wolverhampton 
“Express and Star” 
arranged the com- 
posite page around 
the theme of mar- 
riage in June. The 
impression of unity 
has been conveyed 


by the 


Peinweme Serre 


“S"'-shaped 
design running a . 
from top to 
P . Pom 


hottom. 
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Exhibition by members of 


Alliance Graphique Internationale 


at the Royal Institute of British Artists, Suffolk Street 


on the 14th to 30th June 1956 


The Artist Partners Organisation has the honour 
to include nine members of the A.G.I. among the sixty-two 


internationally recognised artists, designers 


and photographers that it represents 


‘aecummad Saul Bass ' Hollywood 


Donald Brun / Bove 
Jean Colin / Paris 


Tom Eckersley / London 
Hans Falk | Zurics 


Andre Francois / Pori*e —— 
George Him / London 


Herbert Leupin | se-« 
Savignac / Poris 


ARTIST PARTNERS LTD. 


44a, Dover Street, London W.1. Telephone: Hyde Park 9941 
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Fashion and Beauty 
Crosthwait 
Delmar 

Ruth Freeman 
Harambure 
Hartland 

Edith Maclean 
Jean Primrose 
Phyllis Stroudley 


Scraperboard and Still Life 
Dick Hutchings 
Howard McLean 
Charles Oates 
Rose 


Realistic and Sophisticated Figure 
Peggy Beetles 
Miles Chance 
Stanley Coleman 
Olive Coughlan 
Hants 

James Holdaway 
Horowicz 
Kenneth Kirkland 
Michie 

Ostrick 
Rees-Roberts 

Rix 

Bill Sawyer 

A. R. Whitear 

H. R. A. Winslade 
Gerald Wood 
Kenneth Wynn 


Architectural, Landscape and Techntcail 
Olive Hammond 

Kerry Lee 

Noel McVeigh 

A. J. Wilson 

Denis Wreford 


Posters and Designs 
John Barker 
Saul Bass 
Donald Brun 
Jean Colin 
Eckersley 
Eileen Evans 
Hans Falk 
George Him 
Heinz Kurth 
Reg Mount 
Herbert Leupin 
Savignac 

Ray Tooby 
Patrick Tilley 
Unger 

Norman Weaver 


Decorative and Humorous Figure 
Susan Einzig 

Andre Francois 

W. Hewison 

Bruce Petty 

Porter-G 

Bruce Roberts 
Topolski 

Ursula White 


Photography 

John Donaldson 
Adrian Flowers 
Zoltan Glass 

E. Ward-Hart 


JUNE 15, 1956 33 ee 
a 
. 
eeieonatinenenenoninee Ra RR RRS seen oie 
SEE eee SEES Roane NRO Soe Mm Seen 
sefetatetecatetenete Setetetetatetete petatetotatetetee sctateteratet stttetenatetetetete® seretetetatatetete 
See See Reon SE Seiten Stee 
: Petetateieratstete Bes notetet soleteteteters “= Saieteteteta Seite ssetetatetetetetete 
Sas BEES sent i Se sno See 
solr * etetere “ oeetotahee Seeteretete om eed sreleleletes eres S eee 
sreteterererersce, ee peteteterets oe Pee Setetetetatereterets enki 
: ana Selelstetetete petatenetetee Sete narareratatetettatete steleteteteteretetes teeleteletetereten 
. sieeiaiies Sees besten Se See See 
Rasen See ieee SSS Sees ee 
steteteteretetet ‘aieleteteten pteteretenets . teteteters etereletetetersters stetetitetetetetens 
sreleteteterene “Seesasereees O eretetecerers sretetetens O Seeleleteleteteters oeleteteleteletete 
“sPetetete'e'e” oe eee Pe%e%e*e*e'e" . Sy ere e'e yore ere” * ox "ete" e"e” 
stetetenstetete wtetetetetes ptctetetetets ne sietetetete setetecatetetenetene wets 
Seleteteterete” Seletetete Peteteterere” sete Setetetete! sretelotetetetetenes cetstetetetetatetes 
: sstetatetstote <tetetatete Pevetctccotet see eeestetetel eee: Rs etetccetet 
ener er ete” "eee ete” one eee e's “* oreo eters selereretere, ‘er ete'e “. eelerecete 
a*eretee ee teers” oe" e"e'e' ee “.” ore" e'e*e | #e%e*er e's Peres oe "e*e's°e's 
sees eos Se Se Rinne Rat 
: See is pee oie pe Rss ise Ses 
eieteteteree siete sotetsees stotecetetere, ". stetetetets RRR RRR sieteletetetereters 
Set pe bese See. ee Senne pacnnances 
oer eee *¢. ‘eves “enerete® eer e tere eres". oreretere” oreo" 0" eres eens ee rote" e'e 
stetetatete setetetet eerste? Stetotatetetotataree ps stetatates I a bee 
MsPatetanetatatatctetereteret etter crorerctererere’® ER OI ereretetetetetctetetotcteteteeteretetetetetereteren 
Shoei reateiieeeoteneeesentoaeoonnoenies oeteteneaeneeneeenseeions a 
if 
—————— 
| 
7 ieee 
0 
' 
j 
| mm 
——ase 
\ Wi 
: } 
} ee 
: j 
1 
} . 
; I ee 
| 
Sa ae _——- oa : 
: as Soa if. a k, 
Pet Mis ae a 


ADVERTISER’S WEEKLY 


Come West 
old man! 


The prosperous west country 
is your land of opportunity. 
Particularly the Bath area, where 
a wealth of light industries, a 
large professional and leisured 
community, and a thriving tour- 
ist trade are set in some of the 
richest agricultural land in 
Britain. 

The Bath Chronicle, giving 
you positive blanket coverage of 
this compact * pocket of pros- 
perity ’ for only 10/- per s.c.i., 
deserves its place on any 
schedule intended to cover the 
west. It’s the only evening paper 
printed and published in Somer- 
set, and sells 14 copies for every 
household in the city, besides 
having a big circulation in West 
Wilts and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and 
Keynsham. 


It’s a useful test-medium, too, 
because all classes are repre- 
sented in the area which it 
covers so completely. 


You can’t cover the West 
properly without the 


Bath & WILTS 
chronicle & HERALD 


ESTABLISHED I 760 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them. —SOMERSET GUARDIAN, WILT- 


SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get full details from S. H 
Roberts, 134 Fleet Street, London, E.C.4, 
Arnold Ellis, Cromford House, Market 


Street, Manchester 4, or Head Office, 33 
Westgate Street, Bath. 


PARDON, 
OUR EGO:IS SHOWING . . 


As the newspaper concerned with 
the printing industry we are often 
embarrassed that we are so much 
ahead of anybody else with infor- 
mation. We would really like 
some competition. It would spur 
us On to even greater efforts. In 
the meantime, you should be 
aware that we are the top news- 
paper for advertising equipment 
and supplies for printers of all 
kinds, from the man who produces 
ss to joe 
Bloggins, who runs off your rather 
fancy visiting cards. 


Facts and figures from 

PRINTING, PRESS & PUBLISHING NEWS, 

110, Fleet Street, London, E.C.4 
Fleet Street 696! 

Pat Morgan is the man you wont 


“It was further resolved that a 
strong appeal should be made 
to the trade and technical press 
to provide advertisers with 
authenticated circulation 
figures and periodic readership 
surveys....” 

—Report of Advertising 
Association Conference. 


NATIONAL NEWSAGENT, 
BOOKSELLER, STATIONER 


(weekly) 


has been a member of the ABC for |4 

years and is the only journal in these 

fields to publish guaranteed net sale 
figures. 

Send for details and rate card : 


Advertisement Manager, 


149, Fleet Street, ap 


E.C.4 
Tel.: CiTy 2604 wenete oF THe 
(5 lines) aver euneay 


78 OOCULsT OM 


OUR SPECIALITY IS 
SETTING AND PRINTING IN 


FOREIGN LANGUAGES 


Turkish, Russian, Polish, Hungarian, 
German, Czechoslovakian, Bulgarian 


“htol” Printers Ltd. 


263 Holdenhurst Road, 


BOURNEMOUTH, 
Boscombe 37764 Hants 


INVESTOR’S CHRONICLE 


The only financial weekly 
withan A.B.C.net sales certificate 


27,1 11 JULY-DEC. 1955 


OUTSIDE 
LONDON 


continued 


Loading, supplies 
of the special “ Blue 
Argus’ on to the 
helicopter in order 
to catch the Birm 
ingham City Cup 
Final crowds in 
London. 


June 15, 1956 


a week, payment tl a day.” 
Sounds like easy money. But 

it still speaks well for the 

Examiner's pulling power 


* * * 


THE PROBLEM of getting copies 
of the Birmingham Sports Argus 
to London as early as possible 
for the Football Association Cup 
Final crowds was solved in a 
most enterprising manner—they 
used a helicopter! 

The accompanying 
(above) shows supplies of the 
special Blue Argus (printed in 
blue in honour of Birmingham 
City Football Club) being put 
on board at the Warwickshire 
County Cricket ground car-park 
near the centre of Birmingham. 

The helicopter touched down 
in the heart of London, and this 
move eliminated the drive to and 
from the airports which is neces- 


picture 


sary when a conventional aircraft 
is used. 

The thousands of Birmingham 
City supporters in London for the 
occasion welcomed the sight of 
their own sports paper on sale 
in the Metropolis. 

7 * * 

AN INTERESTING angle on how 
to sell a house—and at the same 
time advertise the constructional 
work carried out on the building 

y* local craftsmen—has been 
brought to my notice lately from 
Eastbourne. 

Departing completely from 
their usual style, the Eastbourne 
Herald Chronicle carried a full 
page composite advertisement de- 
signed to sell a local house. The 
advertisement featured Holywell 
Close. a “very desirable resi- 
dence” which was up for sale 
and was headed “The Perfect 


@ Continued on page 36 


LTHOUGH Birmingham City Football Club did not win the cup 
this year their effort in getting through to the final was marked 
by an exhibition staged in Lewis's Midland store by the “Birmingham 
Evening Despatch. 
Pictures taken by staff photographers at Wembley were enlarged to 
6 ft. x 4 ft. and these, together with action pictures of the team’s pro- 
gress through the various rounds, were offered as a tribute to the team. 
Before the Cup Final match the “Evening Despatch” had been 
publishing a cartoon history of the team by sports cartoonist Norman 
Edwards and his original drawings were also used in the exhibition, 
as seen in this picture 
The large pictures are being presented to the directors of the Birm- 
ingham City Football Club as a tribute from the Birmingham Gazette 
and Despatch Ltd. 
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course 

my 
attention 
is 
attracted, 
that's 

the purpose 
of 

a good 
Poster 


7 
_ 


* 
. 


7” o4 


AND ALL THE BETTER POSTERS ARE PRINTED ON Y 0 R k S M [ L L 


M-G POSTER PAPER 


THEY WILL LOOK WHITER printed on the new BLUE-WHITE SHADE 


from Soap Powders 
te Shoe Polish 
here's new 

poster liveliness 


CONSULT YOUR ADVERTISING AGENT OR YOUR PRINTER, OR WRITE DIRECT 


STUART HOUSE, 1 TUDOR STREET, LONDON £.6.4. FLEet Street 9833 
STAR PAPER SALES LTD KENT HOUSE, 21 SPRING GARDENS, MANCHESTER 2. BlAckfriars 6421 
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Soke 
ADVERTISER 


LEICESTER 
ADVERTISER 


LEICESTERSHIRES COUNTY WEEKLY 


LONDON. C.P.R. CRANE, 44 FLEET ST., E.C.4. TEL. FLEET ST., 6820 


ect 
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WELLINGTON JOURNAL « 


SHREWSBURY NEWS 


NET SALES Art |S 549) WEEKLY (ABC) 


London Representative 


DAVID L. CLACKSON, 80 FLEET STREET. E.C.4 (Fleet St. 2626) 


The GUARANTEED Print Order 
for the September (Farnborough) issue of 


rar. FLYING REVIEW 


140,000 ..,.. 


— and still only £80 per page 
109/119 Waterloo Road, London S.E.1. Tel: WAT 3388 
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Composite ad pages that 
highlighted the news 


Residence in the Perfect Setting.” 
The page. which was pleasing 
from a layout point of view, in- 
cluded pictures which depicted 
the various rooms of the house, 
and highly descriptive captions 
detailed the various local firms 
which supplied the curtains, 
fabrics, etc. 

The same idea was also used 
to tell which local contractors 
carried out the tiling in the bath- 
room, who supplied the wall- 
papers and who built the house. 

And, of course, the name of 
the selling agents for the pro- 
perty was also featured. 

This type of composite adver- 
tising is. in my opinion, of real 
value to the local paper. It is 
also of genuine interest to the 
prospective house purchaser by 
virtue of its clarity and detail. 
And it provides a unique way for 
local people who have been con- 
cerned in the building or furnish- 
ing of a property to promote their 
own individual services. 


Sunderland's 
phoenix 


WHEN JOPLING’S department 
store in Sunderland was burnt 
down at Christmas, 1954, the 
local community lost a very fine 
shopping centre—and the Sunder- 
land Echo a prolific advertiser. 
But Joplings’ chairman, Hedley, 
Swan, was not the sort of man 
to allow a little matter of a fire 
to interrupt for long the flourish- 
ing business started by his father 
back in 1890. Soon they were 
trading from smaller, temporary 
premises, while a new four-floor, 
125,000-square-foot building took 
shape. 

And on May 3. in just 400 con- 
struction days, the new Joplings 
opened its doors. 

The Sunderland Echo decided 
that this was an occasion for 
something special and produced 
two very fine eight-page supple- 
ments on May 2 and 3. Jop- 
lings themselves took a number 
of full pages. many national con- 
sumer advertisers came in with 
“get it at Joplings’ copy line. 
and a whole host of building con- 
tractors and others who had 
played a vital part in constructing 
the new premises took space. 

In all, some 11 out of a total 
of 16 pages were sold to adver- 
tisers: with editorial features tell- 
ing the fascinating historical 
background of the company and 
describing in words and pictures 
the opening of the new building. 


* * * 


Another paper which believes 
in producing major supplements 
to back local retail enterprise is 
the Ayrshire Post, which recently 
published an eight-page unit deal- 


ing exclusively with the new 
Houstons department store. 

No fewer than 28 national 
advertisers took space and Hous 
tons announced their opening-da\ 
bargains in a whole-page adver 
tisement. The accompanying 
editorial material describing the 
opening of the new shop, its 
reconstruction and its many hand 
some, modern departments was 
particularly well written. 

This is the sort of local endea 
vour, producing much extra 
revenue and building long-term 
goodwill with both advertisers 
and readers alike, which more 
newspapers could well emulate. 

* * + 

THE THIRD annual new car 
guide of the Surrey Advertiser hit 
a peak with a record 152 columns 
of advertising, with most major 
local dealers taking quarter pages 

. * a 

THE ANNUAL Yorkshire Ob 
servers Trade Review has just 
been passed to me, and again 
maintains its high level ot 
authority and excellence through- 
out its 48 pages. And again, de 
servedly, it attracts strong adver- 
tising support; there are no fewer 
than 135 columns. 

Among the advertisements one 
poetic effort merits wider pub- 
licity, if only because it proves 
that the Muse can quit Olympus 
and turn up in the mills of a com- 
mission wool scourer, carbonise: 
and bleacher. 

As a preface to announcing an 
increase in their carbonising capa- 
city, Harold H. Haigh and Sons. 
of Huddersfield, declaimed thus 
on their “Aim in Life™: 


The power to choose the work 
we do, 

To grow and have the larger 
view, 

To know and feel that we are 
free, 

To stand erect, not bow the 
knee. 


To be no chattel of the State, 
To be the master of our fate, 

To dare, to risk, to lose, to win, 
To make our own career begin. 


To serve the world in our own 
way, 

To gain in wisdom dav by day, 

With hope and zest to climb 


to rise, 
That is private enterprise. 
- * * 


THe Bury Free Press have 
commendzbly ventured into the 
realms of colour advertising. 

Their first full-page two-colour 
advertisement appeared in the 
May 20 issue of the paper and was 
for Glasswell’s, the Bury St 
Edmunds furnishers. 

The man responsible for this 
enterprising new departure, I am 
told, was advertising manager Len 
Covell. Not only did he sell the 
space, but he also designed the 
advertisement 
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The world's 
first choice 
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You can’t miss with 


= 
Nation al Use National Solus Sites and your posters can’t 


miss. Or be missed. Each has the field to 
itself, away from other advertising. Each is 


Solu Sy placed where people are spending money—in 


business and shopping centres in every major 
town throughout England and Wales. Each 


* 
Sites does a bigger and better selling job at the 


lowest possible cost. Use them and they’ll 
work hard for you. 


Members 
of the Solus 
Outdoor 


Advertising NATIONAL SOLUS SITES LIMITED 


Association 
Ltd. 56-60 STRAND, LONDON, W.C.2_ Telephone: TRAfalgar 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) * S$. E. CARTER * P. W. FELTON *° R. H. LAWSON 
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Advertising in SWEDEN? 


THE ALLER MAGAZINES 


are Sweden’s fastest growing media 


ALLERS — 


The circulation of this popular weekly, designed for 
the whole family, increased from 225,000 to 
330,767 between 1954 and 1956. 


FEMINA 


The largest circulating woman's magazine in Sweden. 


Its net paid sales have now risen to an average of 


283,048 copies weekly. 


THE ALLER PRESS LTD. 


HALSINGBORG 
London Office : 
34/40, Ludgate Hill, E.C.4. 
Phone : City 2784. 
F. A. Smyth, Representative. 


Dagens Nyheter 


SWEDEN’S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 300,000 ....... Sundays 352,100 


Dagens Nyheter is Sweden’s leading daily 
newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100,000 copies are distri- 
buted every day outside Stockholm. 


Dagens Nyheter is Liberal in character and 
its politics have always been sympathetic to 
the British point of view. 


It carries the greatest advertising volume of 
any Swedish newspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4.... Phone FLEet St. 281! 


Royal visit booklet aids 


June 15, 1956 


sales of UK goods 


O mark the recent visit of 

the Queen and the Duke 
of Edinburgh to Stockholm 
and generally to boost British 
goods in a valuable market, the 
National Trade Press have 
published a_ booklet titled 
Britain in NK—the latter stand- 
ing for Nordiska Kompaniet, 
the largest store in Stockholm. 


As Harry Traynor, public 
relations officer at the National 
Trade Press, has pointed out, it 
was not a government-inspired 
publication. Conceived and put 
together “in odd moments (and 
in the middle of a printing dis- 
pute) by Stanley Costin, editor 
of Style for Men Overseas,” he 
writes: “30,000 copies, the entire 
print order, have been sent with 
the compliments of NTP to 
Nordiska Kompaniet . . . the 
directors of the Swedish firm are 
posting the booklet to their 
cistomers.” Some 25 per cent 
of all the goods sold by Nordiska 
Kompaniet. incidentally, are 
British made. 


More to come 

Concludes Mr. Traynor: 
“Britain in NK was an experi- 
ment. And now we're going to 
apply the same formula in other 
overseas markets. Possibly one 
might see in this NTP enterprise 
the germ of a bigger idea for sell- 
ing Britain abroad at no cost to 
the British taxpayer.” 


Very well stocked with adver- 
tisements, this 76-page-plus-cover 
publication very attractively sets 
out a wide range of goods (from 
raincoats to tea), which Britain 
can send to. this highly 
prosperous market 


Big market ahead 


for TV equipment 


A PUBLICATION of a quite 
different sort, Market Report on 
Radio and Television in Sweden, 
prepared by the Commercial 
Secretariat. British Embassy in 
Sweden, has recently been issued 
by the Special Register Informa- 
tion Service of the Board of 
Trade. 

The television market, it is 
pointed out, is only just begin- 
ning in Sweden. Development of 
television transmission has been 
held up by the need, on grounds 
of general economic policy, to 
curtail capital expenditure. But it 
is universally considered in 
Sweden that very largely ex- 
panded television transmission 
will become fact in the not dis- 
tant future. Government pro- 
posals have just been announced 
for a modest increase in trans- 
mission in the Stockholm area. 


FAOYCUSHON 
SWEDEN 


United Kingdom reputation 
is excellent for transmission 
and for some studio equip- 
ment, but in receivers, where 
most of the money is spent, no 
UK brands are on sale to the 
public. On the other hand, a 
number of German and one 
Dutch as well as Swedish 
makes are well distributed and 
actually sold. 

The report concedes that it 
would be idle to discount the 
particular difficulty of difference 
of lines per frame which faces 
UK sales to Sweden, nor the long- 
term uncertainties as to the size 
of the import market: “On the 
other hand, it is not likely to be 
long before certain non-British 
brands of television receivers wil!. 
if left to themselves, have estab- 
lished a dominating position.” 


Trade press coverage 


In a section devoted to adver- 
tising and publications covering 
the Sweden television field, the 
Board of Trade report states that 
the monthly Rateco, organ of the 
Radiohandlare Riksférbund, sells 
an average of 2,000 copies. This 
periodical reaches 85 per cent of 
the retail trade and virtually all 
technicians in the branch. Radio 
& Television, a monthly journal 
with circulation throughout 
Scandinavia, sells 12,000 copies to 
Swedish radio technicians and 
amateurs. 

The national daily newspapers 
are also recommended as sound 
advertising media. It is also 
pointed out that all Swedish radio 
manufacturers and many foreign 
companies selling in Sweden issue 
their own sales literature in the 
form of leaflets, bfochures. cata- 
logues, etc. These are naturally 
printed in the Swedish language. 


* 7 * 


“THE SWEDISH information ser- 
vices abroad have not improved 
or expanded to the least extent 
I might have expected since the 
war,’ said Erik Boheman, 
Swedish ambassador to Washing 
ton in a recent speech at the 
Swedish Institute. He commented 
particularly on the lack of 
interest in promoting the tourist 
trade despite the increasing ease 
of travel in recent years. He 
attacked the feeling “We are so 
good we don’t need to talk about 
it—-everyone knows anyhow” 
which seemed to exist in Sweden 


@ Continued on page 40 
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FACIA ADVERTISING 


Patent Application No. 33246/54 


Eien a berael Soto 


/ ae a ee 


AN ENTIRELY NEW FIELD OF DISPLAY TO ADVERTISERS REQUIRING 
unequactep POINT OF SALE ATTRACTION 
comsBineD witH STRONG POSTER APPEAL 


An advertisement on the space expressly built for the shopkeeper’s own display ; including a centre 
panel signwritten to the retailer's instructions. 


Security of tenure guaranteed on our protected sites ensuring uninterrupted continuance of display ; 
thus eliminating all wastage. 


A clean colourful display of standard size efficiently dry-posted ; with changes of design as required. 


* Specially selected sites on shops in busy areas where they are most effective ; and larger space is 
unobtainable. 


We welcome your enquiries for a national or test campaign using this new outstanding medium. Many 


thousands of these sites owned and maintained by us, are now being successfully used by National 
Advertisers. 


FACIA ADVERTISING LIMITED 


(A Branch of The Arthur Maiden Organisation) 
24, MOUNT PLEASANT, LIVERPOOL, 3. 
ROYAL 1961—5 Lines 
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You will reach 
551 million Swedish Crowns 


via Morgon-Tidningen 


A new investigation among the readers of MT shows that 


the readers’ net income-— 


based on the weekday edition of 


48,757 copies—amounts to more than half a milliard S. 


Crowns. On Sunday when 


the edition exceeds 100,000 


copies, the purchasing power rises to over one milliard. 


53.6% of the readers have 


10,000 Crowns. 


an annual income exceeding 


The value of Morgon-Tidningen and its stability is proved 
by the fact that 80.4% of the subscribers are married, and 
there is a constant demand from the large group of buyers 
amongst its readers, namely housewives. 

Show Swedish families the commodities you can offer! 


Advertise in 
Morgon-Tidningen 


Stockholm 


For all information: 


<< 


A. PRESS LTD 


14, DOVER STREET, LUNDON, W. L 
Maytair 8615 


COVER SWEDEN THROUGH 


| | MAGAZINES 
Vecko-Journalen 


Allt - Bildjournalen 
Aret Runt - Hela Varlden 
Damernas Viarid 
Husmodern - Vecko-Revyn 
Se + Levande Livet 

Teknikens Varid 


In the |st quarter of 1955, A&A magazines had a combined sale of 
2,367,315. The total number of households in all Sweden is 2,232,249 
-proof enough thatA&Amagazines give complete national coverage. 
AHLEN & AKERLUNDS FORLAG 
LONDON OFFICE........ FRANK L. CRANE, 
69, FLEET STREET, E.C.4. Phone: FLEet St. 2811. 


WARNES 
DIRECT MAIL SERVICE 


LONDON’S SPEEDIEST MAILING 
SERVICE. in today—out tomorrow 
Ask our representative ) BALh 

to call. Keen quotations. 8191.23 
Van Collections. 


WARNES, 10, Station Parade, $.W.12. 


AUTOTYPE joe 
Leavb 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
Rd. London, W.13. Ealing 269) 


CYPRUS 
MAIL 


The leading Cyprus daily 
for English speaking people. 
Goes by air to Beirut and 


the Persian Gulf. Local 
correspondents. 
P.O. Box 334 


Nicosia Ger: 


29 Oxford St., W.!. 
737 
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Big ad drive 
for LS lemon 


centenary 


HIS year the California- 
Arizona lemon industry 1s 
celebrating its 100th birthday 
and the companies concerned 
are stressing the fact in their 
advertising and general promo- 


tion. The huge Sunkist 
Growers organisation is 


making a particular feature of 
it and every help as to data 
and pictures is being given to 
writers and journalists in the 
building up of stories and 
articles. 

The Sunkist Growers them- 
selves are organising a number of 
tie-in campaigns and the big New 
York department store, Macy’s, 
is being brought in to several of 
them. For example “All Macy’s 
is Sunkist for Summer” is the 
theme of one promotion which 
has recently begun and is de- 
signed to boost Sunkist fresh 
lemons, Sunkist frozen lemonade 
and three new fashion colours: 
lemon yellow, lemon leaf green 
and lemon blossom white. 


Promoting new colours 

This promotion is, in fact, a 
double one with each organisa- 
tion working in its own sphere of 


activity. In this way, Macy’s, to 
promote its new colours in 
fabrics, appliances and home 


furnishings, will have a complete, 


store-wide lemon display theme. 


Additionally, Sunkist will stage 
a limerick prize contest in food 
stores of the New York market- 
ing area. Both will advertise 
heavily—singly and together— 
utilising New York newspapers 
and radio stations. Sunkist will 
also use food trade papers. 

Publicity stunts will include 
the presentation of a lemon tree 
to New York City as a permanent 
horticultural exhibit; a National 
Lemon Week; press receptions; 
television participations; and 
newspaper and magazine features. 

Also tieing in with this over- 
all publicity and advertising, the 
Tea Council (the national asso- 
ciation of tea distributors) will 
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The value of lemons and baking 
soda in the breaking up of colds 


(one of the oldest cold-cure 
remedies in the United States) 
forms the theme of one of the 
tie-in advertising campaigns 
organised this year by the 
Sunkist Growers—in_ this in- 
stance with the Baking Soda 
Institute. Helping with the joint 
activity is Celeste Ravel, seen 
above in one of a series of pro- 
motional pictures released to the 
press. 


hold a fashion show at Macy's 
to feature lemon yellow clothes 


The Herald Square store has 
been decorated to look like a 
lemon grove with 100 lemon 


trees delivered from California 
by the Flying Tiger airline to add 
authenticity. Californians who 
wander into the store will think 
they are at home. 


Another theme to be used dur- 
ing the promotion is “Lemons 
are good for you ... and so is 
lemon yellow.” The five subur- 
ban branches of Macy will also 
be gaily decorated for the pro- 
motion. 

“This saturation-type promo- 
tion for the nation’s largest and 
most important consumer 
market should introduce new 
customers to Sunkist lemons and 
lemonade as well as to. the 
fabrics and home furnishings 
whose colours they inspire.” 
Russell Z. Eller, the Sunkist 
Growers advertising manager. 
has said. 


FOCUS ON SWEDEN -— continued 


while other countries were in- 
creasing their export propaganda. 

It was, he went on, his personal 
opinion that overseas information 
services should not be left 
entirely to the government—co- 
operation was needed with indi- 


vidual enterprises and govern- 
ment: “The Swedish overseas 
information services were ham- 


pered by lack of funds for propa- 
ganda. They should find a 


million or a half more for their 
work and so greatly aid the 
economic and cultural interests 
of the country.” 

After the ambassador's speech 
there was a lively discussion and 
it was agreed to set up a working 
committee to investigate the 
Swedish information _ services 
abroad and how to improve their 
finances. 
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ABG TELEVISION ANNOUNCE 
THEIR NEW PRODUCTION FAGILITIES 


LIVE COMMERCIALS 


ABC now have six studios operating for this purpose in and full set-design staffs. ABC Television can network live 
London, Birmingham and Manchester, under the supervision commercials immediately. Production prices are low. Some 
of S. E. Reynolds, one of their leading producers. These 60-second spots only cost between £60 and £100 (including 
studios have the latest equipment, together with make-up staff, 1 hour’s on-camera rehearsal). 

camera and lighting teams, local producers, studio managers 


TELEMATS 


Fully animated cartoon 15-second spots, with music, sound The price of Telemats used by advertisers in two or more areas 
effects and the ideal space to carry a sales message. will be reduced by 10/- per insertion for each additional area. 
Telemats are unbeatable value. They are expertly made and Thus the 13 insertion rate in the first area would be £3. 0. 0., 
exclusive to ABC's Midland, and Northern Network. The in the second area £2. 10. 0. and in the third area £2. 0. 0. 
following prices will interest advertisers, however small their This reduction applies to any of the series mentioned above. 
budget. Advertisers, for no extra charge, will be entitled to the follow- 
ing changes in their sales message :— 


COST IN ONE AREA 


52 insertions _ 4 changes 
Series of insertions Price per Insertion Total Cost 59 insertions _ 3 changes 
13 £3. 0. 0. £39. 0. 0. 26 insertions - 2 changes 
26 £2.10. 0. £65. 0. 0. 
39 £2. 5. 0. £85.15. 0. Telemats can be demonstrated in London, Birmingham and 
52 £1.17. 6. Manchester. 


ECONOMY FILMLETS 


ABC will now undertake the full production of 15-second Sizes of art-work (Standard, Maximum and Minimum), to- 
filmlets at amazingly low cost. gether with the appropriate areas of transmitted picture, i.e. 
the areas within which all the advertiser's message and illus- 
tration must be placed. 


1st insertion £15. 0. 0. 
Subsequent insertions £1. 0. 0. each 


} Overall Art-work Transmitted 

} These charges include production and a 15-second talk-over Background Picture Area 

by the station announcer. Standard 18” x 114” = 8)” x 7” 

4 Covering numerous commodities, completed artwork for film- Maximum 22” « 164" = 122” x 94” 
lets now numbers several hundreds, but advertisers may supply Minimum ex = ay” x 24° 


their own art-work to the specifications opposite. 


The above costs are for Live Commercials, Telemats and Filmiets. These do not include the 
normal rates in our time segments, which are entirely separate. 


Further details from: 


The Advertisement Department, ABC Television Ltd., Pathe House, 133-135 Oxford 
Street, London, W.1, Telephone GERrard 7808. 


PROGRAMME CONTRACTORS FOR THE MIDLANDS & NORTHERN NETWORK SATURDAYS & SUNDAYS 
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REVIEW OF POSTER ADVERTISING 


Where are the posters to cheer us 


up? They are too few and too 


far between 


ONE upon a time, in 
serious-minded  advertis- 
ing circles, humour was 
regarded with the deepest 
suspicion. It was thought to 
be a dangerous distraction 
from the solemn task of 
selling. 

Nowadays, while many adver- 
tisers still tackle their problems 
with dead-pan faces, others 
plump for humour with relent- 
less persistence. As a result, on 


many boardroom walls, the por- 
trait of the factory or the founder 
has been supplanted by a Lang- 
don or Searle cartoon. 

Excellent as many of them are, 
the funnies of advertising warrant 
careful scrutiny—if not screen 


Wanted — posters 
with a smile 


says STUART LEWIS 


ing. Humour is a queer thing: 
it can get the public on your side, 
or it can bore and irritate them to 
distraction. 


In assessing the value of a 
humorous advertisement, there 
are only two questions to ask 
oneself : 


@ ls it funny? 
®@ Does it actively contribute to 
the selling of the product? 
The questions are closely 
related, of course, because if an 
advertisement aims at _ being 
funny and is not, it cannot pos- 
sibly do an effective selling job. 
It is a bore. 
It might as well have kept a 
straight face. 
This does not mean that 
humorous advertisements 


For realism that 
makes the mouth 


water, the posters 

for Rowntree’s 

jellies to be seen 

on the sites now 

are unrivalled, 

thinks Stuart 
Lewis. 


should try a@ all costs to be 
screamingly funny. They 
should be apt, pointed, and on 
the beam. The trouble with 
most of them is that their 
humour is too obvious and 
naive—far below the heads of 
the masses who look and listen 
to the BBC and ITA and read 
the national newspapers and 
magazines. 

Looking around on the hoard- 
ings for a good laugh, or even 
a faint smile, is not a very re- 
warding study. 

At present, the only amusing 
poster which immediately springs 
to mind is the latest Chocolate 
Penguin job. And its humour is 
beautifully apt. The reclining 
penguin, with a cup and saucer 
balanced on its head, is writing 
“34d.” on its white shirt-front. 

This, in my view, is a_ bril- 
liantly visual way of saying 
“Chocolate Penguins are good for 
tea—and look, how cheap!” 
This is humour hard at work. 


Belonging to past 


The new poster for Andrews 
Liver Salt gives us humour 
of a lower order. it reminds me 
of the sort of posters which used 
to appear in the early 20's and 
which generally relied on a 
simple illustrative pun. (Bovril’s 
pyjama-clad man clinging to a 
floating bottle—‘“prevents that 
sinking feeling’’—was a classic 
example of this. It was very good 
in its time—but this is not its 
time.) 

So here we see a portly red- 
faced gentleman unpacking a 
suitcase, and in his hip-pocket is 
a tin of Andrews. The caption— 
wait for it—is “J must have left 
it behind.” 

Well. 

No doubt this can be classed 
as humour of a somewhat robust 
nature. No doubt is will amuse 
many simple souls and remind 


Lovely day for a 
TGuinness 


June 15, 1956 


Humour in poster advertising 
needs very careful handling, 
observes Stuart Lewis in this 


article . . . but he believes that 

this new one for Guinness is 

“right on the ball” (ADVERTISER'S 
Weekty, May 18. page 60) 


them to pack their Andrews 
when they go on holiday. But 
to my mind it is not of the same 
calibre as the famous. Bert 
Thomas ___ poster for Eno’s 
(Who's been at my Eno’s'). 
London Transport are using 
humour effectively in a highway- 
man theme item which reads: 
“A highwayman found street 
congestion 
Made robbery out of the 
question. 
With life one long hold up 
His assets were sold up. 
And he was driven under- 


@ Continued on page 44 
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BATH | tment 
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TRAVEL BY TRAIN 


The artist responsible for this 
Bath poster was Gordon Nicoll. 
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POPULATION 


2° of the total population, 


CONURBATIONS 


Conurbations — the grouping together of centres 
of population—are something we know a great 
deal about at Outdoor Publicity Limited. We are 
advertising agents who specialise in outdoor 
publicity campaigns, and in our display room at 
27 Old Burlington Street we can show you maps 
demonstrating how we are constantly collecting 
and analysing information about population 
movements and trends—and equally about the 
positions and value of outdoor publicity sites 
available. We can show you how the two are 
related as we plan campaigns with the assurance 
that every penny spent on hoardings and trans- 
port is used to the best possible advantage. 


ADVERTISER'S WEEKLY 


If you are interested in outdoor publicity a 
visit to our display room is something which 
you will find well worth while. Why not arrange 
a visit soon ? 


OUTDOOR PUBLICITY 
LIMITED 


27, Old Burlington Street, London, W.1. Telephone: REGent 4286 
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Go to 
Sheldons.... :.: .. 


if Poster Advertising offers 
you an opportunity for 
increasing your Sales. 


Give them the fullest particulars of 
your product, your production capa- 
city and selling aim and they will give 
you the benefit of their 116 years ex- 
perience. A trial campaign in a 
selected area can be undertaken at a 
very low cost and Sheldons would only 
advise this if satisfied that there was 
a fair chance of 
success. 


_ A transport poster that 


works for its living 


This is one of the 
posters currently 
advertising confec- 
tionery and in the 
opinion of Stuart 
Lewis, the idea 
contained in it is 
neat. 


EN STREET; LEED 


- sf 


i 
l 


ground to the fresh air and As you will have realised, this 
quiet of Epping Forest—a poster does a practical selling job 
foal’s paradise, as his horse without showing the familiar 


remarked.” leafy landscape of the traditional! 
Amusing enough, in a quiet ‘favel poster, = 

way. I like the horse’s remark It works for its living. 

and also the artist's nice touch of At this point I will hand over 


putting the horse in a black to Alfred Trumble of Holloway, 
mask. Incidentally the word London, who has written a long 
“underground” has an asterisk @ Continued on page 46 

leading the reader to a footnote: 


WHEN IN “Central Line, of course, to 


Loughton or Theydon Bois.” 


Sheffields 


POSTER SITES 


_ Tastes lke the fruit itself 


In the current Rowntree’s jelly Many flattering letters have been 
posters the splendid colour re- written about this _ poster. 
production has been achieved by Responsible for the production 
the use of transparencies, and and posting was Nevin D. Hirst 
{ Stuart Lewis has a high regard (Advertising) Ltd. Printing was 
for them. by Be. a & A. Robinson Ltd. 
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Med” wi tame, 
a FATS 40q 


Robert Sharp’s plan intelligently 


There is a size and shape of scheme to fit every advertiser. 
Robert Sharp’s will construct one in the most intelligent 
manner, adding touc hes of creative genius. 

Robert Sharp’s are fairly young. The average age round 
their boardroom table is still under forty. They are 
ambitious to succeed early. So are many of their clients. It is 


a very competitive Agency. 


If you allocate up to £100,000 no Agency in London will 
give you a more intelligent and thorough service. If you 
spend five times that, you might do better at one of the 
largest Agencies. But in any case you will find it hard to get, 
anywhere, either a more lucid analysis of your problems or 
a more constant flow of ideas. This is the framework of 


our partic ular service. 


ROBERT SHARP AND PARTNERS LIMITED, 3 HWyndham Place, London, W.1. Tel : AMBassador 147 1-2-3-4 


J 


INCORPORATED PRACTITIONERS IN ADVERTISING 
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WH 


Our recently completed, fully visual system 


for the planning, servicing and checking of 
all Outdoor Advertising operations is based 
on 67 years of practical experience. It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 
—and so to maintain the high standards of 
efficient service, always associated with our 
name in the Outdoor Advertising field. 


May we show you how we do it? 


% 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone: MUSEUM 8701 (5 lines) 


Was 


3,000 POSTER SITES 


with complete coverage 
of the Manchester Area 


a 


Manchester Poster ilies Lia 


27:29:31 Bootle Street, Deansgate, Manchester 2 


All Sites are Cleaned 


and Painted Yearly 


Oftener where needed 


PADDINGTON 0186/7 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W.2 
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that scored a hit 
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Two of the new posters to come from London Transport. 
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The one 


to the right has, in a quiet way, appealed to Stuart Lewis—especially 
the remark made by the horse. 


| and lyrical lettter to Wilkinson's, 


| that it 


the confectionery people, about 
their latest poster. 

The poster is reproduced amid 
this article and here are some of 
Mr. Trumble’s comments: 

“I feel impelled to convey 
my fervent appreciation of 
your poster... . It is, in my 
humble opinion, far and away 
the most effective . . . among 
a mass of what I term indif- 
ferent ones. 

“I have seen thousands upon 
thousands of posters of all pos- 
sible kinds—good, bad and in- 
different (not to add rubbishy 
and downright imbecilic) but if 
I were called upon to vote for 
my best choice yours would 
certainly take a very high place 


in the list. Need I say 
more?” 
Need I? Clearly the great 


vista of assorted sweets gave real 
pleasure to at least one member 
of the public. Who am I to say 
will not appeal to 


| thousands of others—particularly 


| mouth water, 


to those who enjoy an eyeful of 
startlingly realistic confectionery? 

The fact that Mr. Trumble is 
in his 77th year has little bearing 
on the matter. He clearly likes 
realism in art. So do millions of 
sweet-buying children. 

Indeed, the Wilkinson poster 
may well be more effective than 
the Silmos Lollies design, which 
shows a little boy gazing up at a 
tree bearing fruit drops instead 
of fruit. This, with the words 
“the fruitiest fruit drops,” is a 
neat enough idea but unfortun- 
ately the idea, as carried out in 
design and colour, lacks life and 
strength. 

For realism that makes the 
the posters for 
Rowntree’s jellies are unrivalled 
These superod colour photographs 


of strawberries, blackcurrants 
and pineapples go a long way to 
making the slogan believable. It 
would not surprise me at all if a 
Rowntree's strawberry jelly 
tasted of strawberries. 

I understand, by the way, that 
the splendid colour reproduction 
of these posters was achieved by 
using transparencies and one ad- 
vantage -is that it removes the 


temptation to re-touch. 


SPECIAL CHEAP EVENING TICKETS 
ent. Hetnanion, we Toes 
~— 2 ; 


This “Vale of Rheidol” double- 
royal poster is now on display at 
stations in Western and North 
Wales and in the larger towns in 
the Midlands and _ Lancashire. 
The artist was L. Bagley, acting 
through Astral Arts Group Ltd., 
and some 1,000 copies have been 
printed by Jordison & Company 
Ltd., of Middlesbrough. 
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ls it worth 
printing? 


With Rotaprint you can print everything from office stationery to multi- 
colour sales literature, in fact anything your business requires whatever the quantity. 
No longer do you need to ask yourself the question “Is it worth printing?” You 
can print it quickly and economically with ROTAPRINT. 

This small offset litho machine is simple to operate, versatile in its applica- 
tion and produces results that are unsurpassed. We recommend that you investi- 
gate the possibilities of ROTAPRINT as applied to your own organisation. 
Fill in the coupon below for further details. , 


ENQUIRY FORM us 


Please send, without obligation, printed specimens and full details 
of Rotaprint. 


NAME ... 


Sma l l oO ffs et DEPARTMENT 


ROTAPRINT LIMITED a 


2 Pin this Enquiry Form to your letterheading and pass to 
Rotaprint House, Honeypot Lane, London, N.W.9. ROTAPRINT LTD. HONEYPOT LANE, LONDON, N.W.9. 
Tel: COLindale 8822 (12 lines) 
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SITES 


[NE ON SieNg 


Star Solus Sites 


AT 


Liverpool - 


' 
l 
Birkenhead 


terms from Manchester - Leeds - Halifax 


Rotherham - Wolverhampton 


NOW AVAILABLE 
Inclusive prices for 


Howard House 


rent & neon production 


20 ST. MICHAELS RD., HEADINGLEY, LEEDS 6 


We Offer 
The BEST.. 


POSTER 
SITES 


WOLVERHAMPTON 
WEDNESBURY - DARLASTON 
BILSTON + WILLENHALL 
COSELEY 


WOLVERHAMPTON AND 
DISTRICT BILLPOSTING 
& ADVERTISING CO., LTD. 


4 ST. GEORGE'S PARADE, WOLVERHAMPTON 
(Telephone : Wolverhampton 20338) 


The monogram of the letter ““M” 
elevation of Macleans Ltd.'s factory. 


Toothpaste 
tube 


in lights 
NOTHER item has joined 
the multitude of illumin- 
ated signs which sparkle along 
the Great West Road. It is a 
life-like facsimile of a tube of 
toothpaste, and it is installed 
on the Brentford, Middlesex, 

factory of Macleans Ltd. 

The facsimile, which is 114 feet 
in length and three feet in height, 
is constructed of shaped Perspex 
with the appropriate wording 
painted on the back, It is illu- 
minated from the rear by a bank 
of white fluorescent tubing. On 
one side of the facsimile the well 
known Macleans question: “Did 
you Maclean your teeth today?” 


“YOUR seg ano SABER, To 


This diagrammatic poster issued 
by British Railways draws atten- 
tion to the facilities available for 
taking a vehicle to Ireland. 


15, 


JUNE 1956 


appears on each side of the corner 


is displayed in 18 inch block 
letters illuminated by jasmine 
colour fluorescent tubing, while 
similar style lettering on the other 
side of the facsimile reads: 
“Maclean-white teeth are healthy 
teeth.” 

On the corner elevation of the 
factory the name “Macleans” has 
been installed above the entrance, 
in two-foot letters illuminated by 
a double outline of jasmine 
colour Cleora tubing. On each 
side of this name is a monogram 
of the letter “M” on a blue circu- 
lar background panel, on each 
side of which are seven parallel 
lines of jasmine colour tubing, 
the whole sign being super- 
imposed on a box, seven feet 
long, with a front panel of 
Perspex. Above the entrance is 
an illuminated clock, and the 
elevation is floodlit in a _ soft 
yellow colour. 

Ona the Boston Road elevation 
of the premises the name “Mac- 
leans” is outlined by four vertical 
lines of jasmine colour tubing, 
and the Macleans question is 
repeated. 


In four colours, this poster will 

be used as main publicity for the 

Hulton “Boys and Girls’ Exhibi- 

tion,” which opens at Olympia at 

the end of August. Space travel 
is the theme. 
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ADVERTISER'S WEEKLY 


RADIO LUXEMBOURG 


IN THE AUTUMN, two powerful new transmitters (instead of one) will broadcast Radio 
Luxembourg’s English transmission from a new site. Increased power with an ample reserve 
—backed by special siting and aerial beaming—will mean complete coverage and first-class 
reception, particularly in South East England. Nation-wide press advertising will bring home 
to every adult the full story of an exciting new-style Radio Luxembourg. Millions of new 
listeners are forecast—but no increase in advertising rates is envisaged. Remember—with 


audience costs as low as 1/2d. per thousand, there is no comparable lower cost mass 
advertising medium than Radio Luxembourg. 


It can reach nightly audiences in Britain 
of up to 7,000,000 adults for peak half-hour shows at a comparative cost-per-thousand 


five times lower than TV. And from Autumn onwards you get a doubled selling impact at no 
extra cost. Britain’s leading household names use Radio Luxembourg. Don’t delay, 
bookings are in full swing—talk it over with Radio Luxembourg today. 
* Figures quoted are from surveys carried out by Social Surveys Ltd. (The Gallup Poll) 


Radio Luxembourg (London) Ltd., 38 Hertford Street, London, W.|. Telephone: LEGation 596l 


2 qe 
q aS A, 
CES 
AY £300000 
CYA | 
for two new 
| lOO kw 
| Irangmittere 
ee 
a 


ADVERTISER'S WEEKLY 


June 15, 1956 


Places in the Money! 


No Home Counties campaign 
is complete without the — 


HOME COUNTIES 


NEWSPAPERS GROUP 


The Group consists of eleven live LOCAL 
weekly newspapers, covering approximately 
1,000 square miles of Beds, Herts and Bucks, 
and has carried many successful test campaigns 
in the past few months in this vast and fertile 
agricultural and industrial area. 


A.B.C. NET SALES JULY-DEC. 


142,655 


PER / TRADE 
S/COL FLAT 
INCH = RATE 


Represented in London by WILL KITCHEN, Jr., LTD. 131 Ficet Street, E.C.4. 
Phone : 1960 Fleet Street 
Head Office: LUTON. Phone: 5050. 
Advertisement Manager : Claude W. Gilder 


New « «* 


SURREY 
GROUP 


SURREY TIMES (Guildford) 
WOKING NEWS & MAIL 
SURREY & HANTS NEWS (Farnham) 


Combined Rate | D / = Flat S/C inch 


LONDON OFFICE: 
H. R. TADGELL, 
134 FLEET STREET, E.C.4 
FLEET STREET 8303 


j | 


Proprietors: 


THE WOODBRIDGE PRESS LIMITED 


HEAD OFFICE: 
ONSLOW STREET, GUILDFORD 


London Office : 80 FLEET STREET, E.C.4 Tel. CENTRAL 7500 
'98 HIGH STREET, CHELMSFORD Tel. CHELMSFORD 4631/2 


Kent & Sussex Courier 


Every Friday 


The only paper offering 
complete coverage in 
the thriving and prosperous 
areas of West Kent and 
East Sussex 


A.B.C. Circulation 416.546 Weekly 


HEAD OFFICE 
COURIER BUILDINGS, TUNBRIDGE WELLS 
Telephone 3368 (6 lines) 
BRANCHES : 
TONBRIDGE, SEVENOAKS, HAWKHURST, WESTERHAM, 
EAST GRINSTEAD, CRAWLEY and CROWBOROUGH 
LONDON OFFICE: 69 FLEET ST., E.C.4, Tel. Fleet Street 9711 


BRAINTREE — 


MALDON 
CHELMSFORD 


B RENTWOOD sO _ 


The Essex ‘Chronicie 
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The ‘Advertiser’s Weekly’ Market Research 
Team. investigate the HOME COUNTIES 
and report on— 


A 


cone 


entrated market of 


great and growing power 


HE Home Counties (and 

for the purpose of this re- 
view the description covers the 
counties of Bedfordshire, Berk- 
shire, Buckinghamshire, Essex, 
Hertfordshire, Kent, Middlesex 
and Surrey) have a combined 
population of some 94 million 
inhabitants. 

For many years, as those em- 
ployed in the London area 
founded homes further and fur- 
ther away from the centre, the 
population of the region has been 
growing steadily. The accom- 
panying table shows estimates of 
the populations in the different 
counties in June 1950 and 1955, 
which prove that this develop- 
ment is continuing. 


Distribution of people 


With a total estimated popula- 
tion ‘of 444 million in England 
and Wales in June 1955, the total 
for the Home Counties consti- 
tutes over one-fifth—a concentra- 
tion which is of great importance 
to the advertiser and to the 
marketing man. The net increase 
of population of over 300,000 
during the past five years in- 
cludes a fall of 35,000 in the 
population of Middlesex, 
although that county still retains 
its lead over Essex. 

It is also interesting to notice 
that whereas the population of 
Surrey increased by nearly 
32,000, Berkshire, Hertfordshire 
and Kent, with smaller total 
populations, showed a greater 
absolute and percentage in- 
crease, while Essex with a leap 
of over 100,000 showed the 
largest expansion. 

Almost all boroughs and urban 
districts in Middlesex have shared 


in the decline in numbers, the 
exceptions being about seven, 
namely Feltham, Potters Bar, 


Ruislip-Northwood, Staines, Sun- 
bury-on-Thames, Twickenham 
and Yiewsley and West Drayton. 

Once again the impression 
arises of the circle of suburbia 


continuing its expansion out- 
wards. As regards the larger 
gains in Berkshire, Essex and 


1 Estimates of Home Counties | Population 


Area June, 1950 | June, 1955 Increase Decrease 
Bedfordshire ; sai) len 312,533 323,600 + 11,067 
Berkshire . in 405,480 443,400 + 37,920 
Buckinghamshire . a 386,090 410,400 + 24,310 
2,036,910 2,143,000 + 106,090 
Hertfordshire . | 692,000 + 85,360 
Kent ... 1,563,850 | 1,614,000 + $0,150 

Middlesex 2,287,390 2,252,000 — 35,390 
Surrey... | 1,160,110 1,642,000 + 31,890 

Tow ... z 9,269,003 | 9,520,400 | 346,787 — 35,390 

+ 311,397 
Soares : ‘Reghewer General's Esti s of the Popul. of England and Wales, 1950-1955 
Hertfordshire, the increased people since the schemes began. 


tempo of development in the new 
towns may account for some of 
In tabulating the 
figures for their populations, the 
opportunity has been taken to in- 
clude Crawley in Sussex, although 
the county does not come within 
the scope of the definition out- 
lined at the beginning of this 


the expansion. 


review. 


The figures show the increases 
in population which have taken 
100,000 


place, totalling over 


stead 


in 


The fact that such a large number 
have, in fact, moved from one 
area to several others, all chosen 
beforehand 


in accordance with 


a prepared plan, is 
sight of. 


largest populations. 


modate the new 
large scale programme of build- 
ing has been necessary. 


often lost 


Of the new towns in 
the London area, Hemel Hemp- 
Hertfordshire 
Basildon in Essex now have the 

To accom- 
inhabitants a 


and 


Manufacturing Industry in the New Towns 


to December, | 1955 


Before designation completed b 
, } 34/12) 1955. 
Area 1 
| 
| No. of No. of | No. of No. of 
occupiers | employees | occupiers | employees 
| i 
Basildon | 20 Not known | 20 3,496 
Bracknell | 15 1,759 
Crawley | 17 1,300 43 plus 7,600 
2 extensions 
Harlow ... > 6 333 58 5,954 
Hatfield 8° 1,500 12 570 
Hemel Hempstead . 3% 6,200 26 plus 4,500t 
3 extensions 
Stevenage ; 4 2,600 17t 4,441 
Welwyn 69 8,000 5 1,700 


New a. 


Under 
| construction 
| 31/12/1955 


No. of 
units 


16 
1 
19 and 
2 a oe 


3 
1 


2 and 
4 7 Eom 


e This — not include De Havilland aircraft and other factories outside the designated 


t These are are ~  Setate of actual employment for the periods concerned. Potential em- 
ploymen 
t Figures include DSIR non-manufacturing industry establishments. 
Source: Town and Country Planning, January, 1956. 
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Advance in 
New Towns 


progress 


A NUMBER of pertinent 
observations are made in 
the most recent set of reports 
trom the development corpora- 
tions to the Minister of 
Housing. 


At Basildon, with a new neigh- 
bourhood planned at the north 
east corner of the town centre 
site, the addition of this area 
could easily result in the eventual 
population exceeding the figure 
of 80,000 for which a master 
plan was prepared. 

At Bracknell, it has been found 
that the new industries employ a 
large number of highly skilled 
men and that the demand for 
a better type of house has 
increased. 

In Basildon, during the year 
ended March 1955, of the 1,983 
houses under the administration 
of the estates department, the 
percentage let to employees of 
industry established in the new 
town increased from 48.5 per 
cent to 57 per cent. In Bracknell, 
among the tenants of 972 
houses built by the corporation 
by the end of March, 1955, 
884 per cent were families from 
the London and greater London 
area. 

At the current rate of pro- 
duction, all houses available 
for allocation to employees of 
incoming industry were fully 
booked until mid-1958, and it 
has been found that between 
70 and 80 per cent of a firm's 
existing employees move with 
their Similarly, in 
Crawley, the new residents are 
drawn almost exclusively from 
the London area and practic- 
ally all of the newcomers have 
taken up work in the town. 

As in Bracknell, the corpora- 
tion in Hemel Hempstead have 
found that there is an increasing 
demand for a better type of 
house. And it several of the 
towns, according to the reports, 
at least two features are becom- 
ing apparent for which the plans 
made inadequate provision: 

@The demand for allotments 

is greater than anticipated, 

@ The demand for garages has 

increased so much that addi- 

tional space is needed, and is 
in fact being provided. 

The second aspect tends to 
confirm the impression that the 
populations of the new towns 
constitute a market which has a 
healthy purchasing power. 

In Hemel Hempstead, the 
corporation are providing a 
considerable amount of office 
accommodation over shops in 
the town centre, with the design 
of attracting office employment 


@ Continued on page 52 
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THE HOME COUNTIES 


1956 


Progress of New Towns to December, 1955 


Population 


eo SERIES 


The eight papers of the “KENTISH TIMES” Series 


Corporation Designated 


Area Appointed Area At Dec. 31 
. (acres)* Original Proposed 1955 
have an intense coverage throughout 130 square 
miles of the County with an average weekly Basildon Feb..1949 7.834 25.000 90.000 14.600 
. Bracknell Oct., 1949 1.860 §,142 25,000 9,786 
net sale (A.B.C.) of Crawley .. Feb., 1947 6.000 10,000 50,000 291000 
Harlow May, 1947 6,320 4,500 80,000 28,000 
Hatfield June, 1948 2,340 8,500 25,000 13.500 
Heme! Hempstead Mar., 1947 5,910 21,200 60,000 39,600 
Stevenage Dec., 1946 6,100 7,000 60,000 20,000 
$s Welwyn June, 1948 4,231 18.500 $0,000 25,700 
| 


* In some cases the area includes part of a green belt not to be built on 
Source Town and Country Planning, January, 1956 


PLAT RATE 26l- PER S/C INCH 


P» Efficient Service 
and Prominent 
in 


ester Sites 


HILL & SHERWIN LTD. 


6-8 STANSHAWE RD., READING 
Telephone Reading 54071 2 


from London and maintaining a 


lack of financial resources. In a 


balance in development, both recent statement, the chairman ot 
socially and economically. the urban council said that they 
Another impression derived had undertaken to receive 5,000 


from the reports is of populations 
which have a very high propor- 


people from London in the first 
stage of development and 10,000 


tion of children. The idea has by 1961. . 
been expressed that in some In fact, with the services which 
towns with the high rate of now have been provided, the 


natural increase it may be neces- 
sary to restrict immigration at 
some figure below the proposed 
population in order to provide 
accommodation for the next 
generation. 

As regards industry in the new 
towns, an accompanying table 
shows the progress in manufac 
turing capacity 

The new towns could only have 


the need for greater variety. 
However, great strength has been 
given to its structure by Ford and 
Marconi. 


Range of industries 


In Bracknel] there are also light 
engineering, tailoring and furni 
ture. In Harlow there are about 
50 firms in production whose pro- 


population could be expanded to 
31,090—the population in 1950 
was 10,800 and in June last year 
it was 13,060 So far. 162 
workers, representing with their 
families about 570 people, have 
moved from London to Bletchley 
The local council have _ pro 
vided houses for 124 of the 
families. 

In another 


county, at Dagen 


READING HENLEY MAIDENHEAD been created with the faith and ham and at Barking, the London 
help of industry; without it they County Council owns some 

CAMBERLEY BRACKNELL FARNHAM would have been dormitories. 25,000 houses which have been, 
NEWBURY BASINGSTOKE ALTON | Their experience naturally varies, and still are being, used for Lon- 
In Basildon, the balance of doners. The Becontree Estate 

WHITCHURCH (Hants) ALDERSHOT industry is weighted in favour of 2 the largest of the London 
' it le light engineering and clothing ounty Council's “out-county” 

FARNBOROUGH, and surrounding districts. 54 the annual report spoke of estates and forms a community 


as large as Reading and larger 
than York or Oxford 


Industrial 
progress 


S regards industrial 


ducts range from radio, elec- 
tronics and light engineering to ~ development in the Home 
eee ONE PR printing, cosmetics. medical Counties, the progress recorded 


‘* CLASSIFIEDS ”’ 
PULL 


in 


Advertiser’s 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


equipment and confectionery 

At Stevenage are to be found 
Kodak and English Electric, 
while at Hemel Hempstead are 
Addressograph and Rolls Razor. 
Demand for factories on the part 
of industry remains keen. In 
addition, the firms already estab- 
lished are sited in a climate of 
expansion, in which they them- 
selves are anxious to share. 

In addition to the growth in 


in previous years since 1945 
continues. 

The West Instrument Corpora- 
tion of Chicago has formed a 
United Kingdom subsidiary to be 
known as West Instrument, with 
a factory at Horsham, Surrey. 
and a sales office in London. The 
American parent company manu- 
factures electro-mechanical con- 
trol and measuring instruments 
and automatic control equipment 


NET SALES population in some areas in the for plastics processing and other 
Weekly Home Counties arising from the industries. The British company 
establishment of new towns, addi- will manufacture temperature 
tional increases have taken place control equinment for various 
9 in other areas which have been types of thermal processing. 
A.B.C. receiving immigrants from Lon- “One of the light engineering 
136 HIGH STREET don, both during the short and works acquired by the company 
Phone yours to HOUNSLOW long term. formed by Sir Charles Colston to 


WATERLOO 3388 


Phone : HOUnslow 0016-7-8 
London : George Jackson, 
Clifford's Inn, E.C.4 HOL 361! 
Founder Member London Suburbon 
and Home Counties Press Group 


In one of the towns, Bletchley 
in Buckinghamshire, which volun- 
teered to take people from 
London and also new industries. 
progress is held up, after two 
years of rapid development, for 


produce labour saving domestic 
appliances is Smith Richards of 
High Wycombe. A programme 
of expansion at the factory is 


@ Continued on page 54 
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ADVERTISER'S WEEKLY 


(continued) 


The Manchester Branch of the Irish Linen and 
Hosiery Association Ltd. had a 99/6 blazer to 


; sell. It was available in two branches at 28 and 
PROBLEM 132 Market Street, Manchester. ' 


They took five Granada spots - 60-second, run-of- 
the-day, live. The first of these spots appeared 
at 9.0 p.m. on Monday, May 7, and the remaining 
four spots were spread over the following 
fortnight. 


GRANADA NORTHERN INDEX 
reports 


FIRST WEEK 


59;%sales increase 


SECOND WEEK 


64;“sales increase 


The response startled even the advertisers; sales 
throughout both branches suddenly leapt 
enormously. 

Determined to tabulate these results, the 
directors of the Irish Linen and Hosiery Associ- 
ation immediately asked their accountants to 
check the men’s wear figures for the first week, 
and to compare them with the average for the 
preceding fifty-two weeks. Increases were as 
follows: 


594% AT 28 MARKET ST. 48% AT 132 MARKET ST. 


The following week, which happened to be the 
week before Whitsun 1956, the increases compared 
with the week before Whitsun 1955 were: 


643% AT 28 MARKET ST. 434% AT 132 MARKET ST. 


Further examples of the effectiveness of 
Granada advertising will be published regularly. 


@RANADA TV NETWORK 


Sales and Advertising Department, 149 Regent Street. 
London, W.1. REGent 8521 

Granada House, Water Street, Manchester 3. 

Deansgate 7211 
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of BRITAIN’S 
BEST 
MARKETS 
COVERED by 


Surrey 
Advertiser 


@ Head Office: Guildford, Telephone 5252 
London, 143 Fleet Street. Telephone FLEet Street 6692 
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The weekly 
journal which 
sells to 


Furniture 
Retailers 


all over the 
country. is 


Furnishing 
World 


“ Put it on YOUR Schedule” 


109/119 Waterloo Rd., London S.E.1. 
Tel: WATerloo 3388 


| Commission of Victoria, 


| assembly 
| Maldon, in Essex. 
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| restrictions 
| expected, 
| employment in 


| been out of work. 


dismissed. 


June 15, 1956 


THE HOME COUNTIES 


High employment levels 


through new industries 


planned and already £25,000 
worth of new machine tools have 
been installed. 

Venners of Kingston By-Pass, 
Surrey, has received an order 
for a further 20,000 time switches 


for controlling off-peak hot water” 


systems from the State Electricity 
Aus- 
tralia. Also from Australia, the 
Fraser and Chalmers engineering 
works of the GEC at Erith, 
Kent, has received an order for 
an ore handling and preparation 
plant for the Australian Iron & 
Stee] Company. 

The firm of Sharples Centri- 
fuges is building a new head 
office, pilot plant, development 
laboratory and factory on the 
York Town Trading Estate, Cam- 
berley, while the Ever Ready 
Company (Great Britain), manu- 
facturers of dry batteries and 
other electrical equipment has 
acquired factory premises for the 
of dry batteries, at 


Motor company expansion 
Also in Essex, at Aveley, a new 


| Spares and accessories depot for 


the Ford Motor Company, cost- 
ing approximately £14 million is 
under construction. It is expected 


| to be opened this summer and 


the offices about one month later. 
At Guildford the local Co- 
operative Society’s scheme for 
the transformation of the old 
Theatre Royal and _ other 
properties into a modern 
departmental store has been 
completed. This store is 
reported to be the largest— 
rivate or co-operative — in 
‘est Surrey. 

The restriction of credit and 


| the higher rates of purchase tax 


plus the stringent hire-purchase 
have, as might be 
had an effect on 
some of the 
industries in the Home Counties. 
In the radio and _ television 


| industry, at Hayes in Middlesex. 


a number of employees have 
At Enfield in 
the same county and also at St. 
Albans in Hertfordshire, a 
number of workers have been 
However, the dis- 
missals at St. Albans are also a 
part of the plan to move to a 
new factory at Gosport. 


Not all workers in the furni- 
ture industry have been on full 
time, and the fortunes of this in- 
dustry are of great importance to 
High Wycombe. Nevertheless, 
the area has not been badly 
affected and, in fact, the town is 
now much less dependent on 
furniture than in former days. 

In Slough, a _ neighbouring 
town, industry is still busy. The 
area, of course, includes the well- 
known Trading Estate established 
from a former government stor- 
age and disposal area after the 
1914-18 war, on which factories 
catering for a very wide range 
of activities are to be found. 


Demand for workers 


The industries include food 
processing and confectionery 
honey and chocolate—clothing, 
including foundation garments, 
light engineering, and one well- 
known motor factory where the 
managing director recently an- 
nounced that they would have fo 
take on more employees to main- 
tain the full production pro- 
gramme they had planned, 
furniture, radio and the ICI 
Paints Division. 

The figures for industrial de- 
velopment in the Home Counties 
are included in more than one set 
of the regional figures issued, and 
are therefore not shown in a 
separate form. However, the 
President of the Board of Trade, 
in an answer to a question in the 
House of Commons in December 
last year, made an important 
statement and compared the 
number of industrial certificates 
granted for factories in the Lon- 
don and Home Counties area 
with those for the Greater Bir- 
mingham area. Figures extracted 
from his statement have been 
tabulated for this survey. 

The figures relate to new indus- 
trial buildings and extensions to 
existing buildings for manufac- 
turing industry and the Home 
Counties include Bedfordshire, 
Buckinghamshire, Essex, Hert- 
fordshire, Kent, Middlesex and 
Surrey. 

Each county, however, with 
the exception of Middlesex, 
which is now almost com- 
pletely urbanised, still has a 

— agriculture indus- 


Development Certificates for Factories | 


Area 
New 


London and the Home Counties | 247 


| Greater Birmingham area aia $5 


| 1955 
1954 (first three quarters of year) 
Extensions New | 


Extensions 


550 221 =| $65 
50 194 
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COMPANY MEETING 


Associated Newspapers 


LORD ROTHERMERE’S STATEMENT 


The Fifty-first Annual General 
Meeting of Associated News- 
papers Limited will be held on 


Friday, July 6, 1956, in the 
Memorial Hall, Farringdon 
Street, London, E.C.4. The 


following is from the statement 
by the Chairman: 

During the year covered by the 
accounts your Company had to 
raise the selling prices of the 
Daily Mail, The Evening News, 
and Sunday Dispatch, in order 
to cover the increase in distribu- 
tion and operating costs and the 
rise in the price of newsprint. 

We started the year with a loss 
of £400,000, caused by the news- 
paper strike, and there were extra 
expenses caused by a railway 
strike which threatened the whole 
newspaper distribution system. 
These losses and increased costs 
were covered by the increase in 
selling prices and additional ad- 
vertisement ‘revenue so that we 
are able to report a profit slightly 
in advance of a year ago. 

The increase of £3 10s. a ton 
in the price of newsprint dating 
from January 1, will cost the 
Company £425,000 in a full year. 
Both distribution and operating 
costs are more likely to increase 
than decrease, so that any ad- 
vantage gained by increased sell- 
ing prices may well disappear 
during the present year. 

More newsprint has become 
available so that in the last few 
months some newspapers have 
been able to increase their sizes 
to the benefit of reader, adver- 
tiser, and publisher. Due to the 
great demand for advertising in 
the Daily Mail, The Evening 
News, and Sunday Dispatch, we 
have been able to take full ad- 
vantage of this, so that our 
revenue from advertisements has 
reached the highest level in the 
history of the Company. 

The increased newsprint sup- 
plies should be maintained dur- 
ing the present year, with a small 
increase the year after, and a 
more substantial one in 1958. It 
is hoped that world supply and 
consumption of newsprint should 
then be in balance. 

We believe it to be in the 
interests of the newspaper indus- 
try and of the country as a whole 
that the price of newspapers 
should not rise further than is 
absolutely necessary. I hope that 
the recent increase in price will 
last for a long time ahead, but if 
wages, distribution costs, and the 
price of newsprint were to con- 
tinue to rise during the next two 
years it would become very diffi- 
cult, if not impossible, to avoid 
a further increase. 

It is in the interests of all those 
who are engaged in the news- 
paper industry itself, or in pro- 
ducing its principal raw material 
newsprint, to avoid any untimely 
increase in the price of news- 


papers that might lead to lower 
circulations. 


ACCOUNTS 


The Trading Profit at £2,302,606 
shows an increase of £61,683 over 
a year ago. The income from 
Anglo-Newfoundland Develop- 
ment Company, Ltd., shows little 
variation; the increased income 
from other investments reflects 
the large holding of Treasury 
Bills during the year. In the 
Company’s Balance Sheet there 
are two new items to which J 
draw your attention. We have 
made a start on re-equipping our 
Press Rooms and, consequently, 
in Current Assets you will find 
an amount “Payments on 
Account of New Presses.” 

The second item is an invest- 
ment in Associated-Rediffusion, 
Ltd., the company formed to pro- 
vide programmes on the London 
Commercial Television Station. 
As anticipated, considerable 
losses have been incurred in the 
initial stages. 

The lower cash resources of 
the Parent Company reflect in 
the main this investment in tele- 
vision, although the Consolidated 
Balance Sheet shows that the 
financial resources of the Group 
remain adequate. 


COMMERCIAL TELEVISION 


You will recall that I told you 
last year of the formation of 
Associated-Rediffusion Ltd. Dur- 
ing the course of the year the 
capital was subscribed and 
believing in incentives I arranged 
that the four Directors appointed 
to the Board of Associated- 
Rediffusion as our representatives 
should be offered 5 per cent of 
the shares allotted to this Com- 
pany, and this amount they have 
taken up. 

The new station opened on 
September 22, 1955, and for the 
first five months, with no other 
weekday stations with which to 
network, Associated-Rediffusion 
had to provide all its own pro- 
grammes. Now there are two 
further stations operating and 
as each new station comes into 
operation costs should show a 
progressive reduction. 

When the London station first 
opened, it was estimated that less 
than 200,000 sets were capable of 
receiving commercial television, 
and although this figure has now 
risen to over 750,000 it is still 
less than half the total sets in the 
London area. The number is 
increasing daily and with the 
larger cover due to the overall 
improvement in the programmes 
and programme planning, there 
is a noticeably growing incentive 
for advertisers to use this new 
medium. 

These facts, and the results 
already obtained by advertisers, 


encourage us to view the future 
with confidence. 

I should like to take the oppor- 
tunity of thanking all those 
advertisers who in the early days 
have had faith in this new 
medium and were prepared to 
support it knowing the initial 
limitations both as to coverage 
and size of audience. I am sure 
that this faith will bring its own 
reward and the new medium, by 
creating fresh markets, will play 
its part in the development and 
expansion of industry in this 
country. 

It is interesting to record that 
the TV Times, which was 
launched by Associated-Redif- 
fusion Ltd., at the commencement 
of transmissions and now con- 
tains all the LT.A. programmes in 
London, Birmingham, and Man- 
chester, has been immediately 
successful in every way. It has 
already gained a circulation of 
over 800,000 copies and the 
demand shows a steady increase 
week by week. 

You will recall that we have 
interests in two Australian tele- 
vision enterprises and these are 
expected to start transmissions 
this year when they will become 
potential customers for  pro- 
grammes produced by Associated- 
Rediffusion Limited. 


DAILY MAIL 


On May 4, 1956, the Daily Mail 
celebrated its Diamond Jubilee. 
On that day the editorial con- 
cluded: “We have striven to 
present the truth, to have the 
courage of our convictions and 
to serve our readers and genera- 
tion to the best of our ability. 
These watchwords have sustained 
the Daily Mail through 60 tre- 
mendous years, and we are confi- 
dent will carry us through many 
more.” 

Large papers have enabled us 
to cover the news more abun- 
dantly both at home and abroad 
and the Daily Mail has given the 
public many of the most interest- 
ing and exclusive stories of the 
year. 

Just recently we have been able 
to make available to advertisers 
the famous Daily Mail Whole- 
Page Advertisement, a custom 
which had to be discontinued on 
the outbreak of war. This 
policy has been wholeheartedly 
welcomed by the advertising 
world. 


THE EVENING NEWS 


Whilst the increase in price of 
National morning papers had no 
appreciable effect on their sales, 
the position, as I mentioned last 
year, was very different with the 
evening papers. Although the 
overall drop in sales has been 
about 114 per cent, The Evening 
News has fully maintained its 
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Ltd. 


share of the 


sales and 
remains the world’s best-selling 


total 


evening newspaper, with its 
family appeal as strong as ever. 
One of the great features of The 
Evening News is its classified 
advertisements, up to 1,000 of 
which are handled every day. 


SUNDAY DISPATCH 


The Sunday Dispatch has en- 
joyed the most successful year 
in all its 155 years’ history. Ad- 
vertisement revenue has 
reached an all-time record and 
sales have been maintained at a 
high level, despite intense com- 
petition and a further necessary 
increase in price last Octo- 
ber. Writers of world-wide repu- 
tation contribute regularly to its 
columns and its service of 
news and sports reports re 
mains unsurpassed. 


DAILY SKETCH 
Just a year ago I told you 


that the sale of the Daily 
Sketch in April, 1955, had 
passed the million. In _ April, 


1956, it was 1,135,000. This is 
the best reflection I can give 
you of the manner in which the 
Daily Sketch continues to pro- 
gress for this increase has taken 
place at a time when most other 
circulations were _ stationary. 
More and more advertisers are 
supporting this paper with its 
vigorous journalism. 


PROVINCIAL NEWSPAPERS 


Another year’s successful trad- 
ing has been enjoyed by all our 
Provincial newspapers, and I am 
glad to be able to record that all 
their circulations have increased 
during the year. Each of our 
provincial companies now has its 
own pensions scheme in full 
operation. 


THE DAILY MAIL IDEAL 
HOME EXHIBITION 


The Daily Mail Ideal Home 
Exhibition maintains the splen- 
did reputation which has been 
built up over many years. 

Over one million people visited 
the Exhibition and very consider- 
able business was done by our 
trade customers. During the 
year the Daily Mail Happy 
Homes Exhibition has toured the 
country visiting twenty large 
towns and has attracted good 
attendance. 


STAFF 


Without the loyal co-operation 
of all our staffs the satisfactory 
results shown in the Accounts 
could not have been achieved, 
and I have much pleasure in 
thanking them, both on your be- 
half and on behalf of the Board, 
for all their good work in the 
past year. 


SS — 
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THE GRAPHIC ARTS 


mid weekly news survey 


This heading is set in 18 point 
Stellar Bold. This Ludlow 
type-face was designed in 1929 

R. H. Middleton. 


It is a sans-serif, the main strokes 
of which are thickened at the 
ends. There are two weights, 
Stellar Light and Bold. 


GUEST FROM AMERICA AT 
DESIGNERS’ MEETING 


At the annual general meeting of the Society of Typographic 
Designers last Thursday in the Monotype Lecture Hall at Fetter Lane, 
London, officers and council members for the coming year were 
elected by a gathering which included the founder, Vincent Steer; a 


past-president, Caspar Mitchell, 


and a visiting member from the 


United States of America, John Gunning, of Washington. 


In his opening remarks, before 
inviting members to approve the 
reports of officers (which had 
been printed and circulated in 
advance), the chairman, R. M. 
Baddeley, said how much every 
member missed the presence of 
T. Wilson Philip, the immediate 


past-president, who died in 
November last year. 
Memorial fund 


A small memorial fund had 
been established by an honorary 
member, and a sub-committee 
was considering how this could 
best be used in tribute. 


After the reports had been 
unanimously approved and 
accepted, the following officers 


and council were elected: Presi- 
dent, Owen H. Waller; chairman, 
R. M. Baddeley; honorary secre- 
tary and treasurer, R. W. Moul- 
der; director of programmes, L. 
Errington; press officer, od 
Allen; competitions organiser, 
D. P. Harrison; editor of The 
T ypographer, E. Strachan, 
examiner, G. Hynes; council 
members, A. E. Bunyan, L. J. 
Curtis, A. C. Hawkins, P. W. J. 
Hiseman, D. A. Simons, D. 
Skinner, and E. W. Thurlow. 

Of these, all were re-elections 
except for L. J. Curtis and D. 
Skinner, who joined the council 
for the first time. 


Annual dinner 


When the official business had 
been completed, members ad- 
journed to the “Printer’s Devil” 
for their annual dinner. 

At the end of the evening a 
copy of the “Printer’s Devil” 
catalogue was signed by all pre- 
sent and given to Mr. Gunning 
as a souvenir of the occasion and 
as a token of the Society’s good- 
will towards typographers in 
America. 


Informed by newsheet 


Although general meetings of 
the members will not be resumed 
again until the autumn, the coun- 
cil will continue to hold business 
meetings throughout the summer, 
of which members will be kept 
informed by a periodical news- 
sheet. 


One of 


25 couples 
Britain in the International Vespa 


representing 


Rally. Mrs. Maureen Snow, of 

T. B. Browne Ltd.'s printing depart- 

ment, will be sharing the controls 

with her husband during the round 

trip of nearly 1,500 miles to Munich 
and back. 


First Klischograph 


colour engraver 


A brochure now being circu- 
lated, called /nstrumentation at 
St. Clements, illustrates and des- 
cribes the new modern process- 
engraving equipment being used 
by St. Clements Press Ltd. of 
London. 

It features the Klimsch auto- 
matic colour camera, Dow etch- 
ing machine and Klischograph 
colour engraving machine. The 
last-named is described by the 
company as the first installed in 
this country. 


Postage rates up 


Increased newspaper and 
printed paper postage rates for 
delivery locally and in Great 
Britain came into force in the 
Republic of Ireland last week. 
Rates are: not over 4 oz., 2d.; 
each additional 2 oz., 1d. The 
revised newspaper rate per co 
will be: not over 6 o2z., oy ie 
each additional 6 oz., 1d. 
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First demonstration of 


Elgrama etcher 


At Britain's 


first demonstration of the Swiss Elgrama electronic 


engraver, given at the Waldorf Hotel on Tuesday, a press photograph 


was taken, processed, engraved, mounted and proofed in 


just over 


one hour. The actual engraving time was 32 minutes. 


The machine used in the 
demonstration was the first 
Elgrama engraver to arrive in 
England. It was flown from 
Switzerland last weekend and the 
demonstration was given by 
courtesy of the South Yorkshire 
and Rotherham Advertiser Ltd. 
—the first company in Britain 
to install the machine. 

O. Raibli, managing director 
of Elgrama A.G. of Zurich, said 
that over seven years’ research 
had gone into the product. The 
first Elgrama was sold in March, 
1955. They are now being used 
in Norway, Austria, Australia, 
New Zealand, Japan, Korea and 
Borneo. 


Choice of 13 screens 


“The Elgrama,” claim its 
British distributors, Gordon & 
Gotch Ltd., “is the most com- 


prehensive electronic engraver in 
the world, the one machine cap- 
able of processing halftone, line 
and colour blocks. It is the first 
machine in the world to embody 
a choice of 13 screens, from 50 
to 200 lines per inch.” 

The engraver is capable of pro- 
ducing blocks up to a size of 11} 
in. by 164 in. It can engrave a 
number of small originals in one 
operation—providing the total 
area does not exceed the figure 
above and that the reduction scale 
is common. 

For four-colour sets—repro- 
duced on the Elgrama from 
colour-separated bromides—the 
maximum plate size is 6} in. by 

} in. 

The Elgrama is simple to 
operate, once the controls and 


adjustments are fully understood. 
Originals are placed on the re- 
volving cylinder in the right- 
hand compartment of _ the 
machine. 

With settings made for screen, 
size, etc., the engraving operation 
begins. 

An optical system behind the 
original-copy cylinder scans the 
revolving photograph, line by 
line. The reflected light is 
picked up by two photo-cells ; 
the electric signals received being 
amplified and fed to the cutting 
head. 

The cutting head 
the electrical 
mechanical 


transforms 

impulses into 
movement. In 
accordance with the signals 
received the engraving needle 
cuts lines of varying width into 
the metal or plastic plate which 
has been mounted on the revolv- 
ing cylinder in the left-hand 
compartment. The resulting 
plate is trimmed and mounted on 
metal with an adhesive. 


1,400 attended 


So great was the interest in 
Elgrama’s first full-scale demon- 
stration in this country that 
Gordon & Gotch found difficulty 
in accommodating those 
interested. 

In all, more than 1,400 repre- 
sentatives of mewspapers, pub- 
lishers, process engravers, 
printers, etc., watched the 
machine in operation during its 
Waldorf Hotel showing which 
ended yesterday (Thursday). 

And the cost of this remark- 
able electronic device? £2,950. 


Two British paper developments 


Two developments in British 
papermaking were announced at 
the end of May. Both were 
envisaged in ADVERTISER'S 
WEEKLY several weeks before 
(May 11, page 46). 

At the end of May the direc- 
tors of Wiggins Teape & Co. 
(1919), Ltd., announced that in 
order to increase the production 
of NCR (no carbon required) 
paper, “the company is taking 
over from British Coated Board 
and Paper Mills, Ltd., as from 
the close of business on June 2, 
the Treforest factory of the latter 


company.” 

On June 1 the directors of 
Clyde Paper Co., Ltd., Ruther- 
glen, announced: “By arrange- 


ment with the Champion Paper 
& Fibre Co., of Hamilton, Ohio, 
Clyde Paper Co., Ltd., Ruther- 
glen, Scotland, are now licensed 

roduce cast coated paper 
a in quality to Kromecote. 
The plant for this purpose is 


being shipped and commercial 
production should commence by 
autumn of this year.” 


Layton presentation 


When the retirement—from June 30 
—of A. Wall from his poe 
of personnel manager of C E. 
Layton Ltd. was announced recently, 
Mrs. E, Noel Layton presented him 
with an inscribed gold cigarette case 
on behalf of the directors of the 
company. 
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‘CONTACT’ AT THE POSTER CONFERENCE 


A SECRETARY'S HARD WORK 


EN the train on the way to the 
British Poster Advertising Confer- 
ence at Llandudno, I watched the 
driving rain and thought of Belloc’s 
“Midlands, that are sodden and 
unkind.” But when I arrived in the 
afternoon there was brilliant sun- 
shine, and despite (or because of) 
plenty of wind, it stayed that way 
throughout the Conference. Indeed, 
the golf was delayed by only about 
an hour. And on the Wednesday, 
during lovely sunny weather, I lis- 
tened to a broadcast description of 
the lashing rain at Epsom! 

If the Llandudno weather repeats 
itself for Gleneagles next year, not 
to mention Torquay the year after, 
I for one, shall not complain. 

The attendance this year was 
slightly smaller than last year, but 
not enough to affect in any way 
either the usefulness or the enjoy- 
ability of the conference, for which 
the BPAA secretary, H. H. Malla- 
tratt, and his assistants put in so 
much hard work. 


* * * 


OPENING the conference, the 
chairman of the Llandudno UDC, 


Cr. C. R. Payne, said that when 
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he saw the initials BPAA he had 
assumed, in view of the Derby, that 
it stood for some sort of book- 
makers’ protection association. He 
also confessed that in previous 
years, when connected with the 
entertainment industry, he had been 
associated with a practice known as 
fly posting! 

“But I am told you don't do 
anything less than 16-sheeters,”” he 
added. 


Loudest handclap 


AFTER seven years, Pat O’Con- 
nell (Mills & Rockleys) and Roy 
Ellery (Walter Hill) resigned as 
chairman and secretary respectively 
of the BPAA’s technical committee ; 
and when Bruce Farquhar asked for 
the loudest handclap of the con- 
ference, in their honour, he certainly 
got it. 

Their modest remarks about the 
loyal support from the district asso- 
ciations, and the many friendships 
that have developed as a result, were 
doubtless fully justified, but 


“Palmam qui meruit ferat’” (‘Let 
him who deserves the palm, bear 
it’). 
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A civic reception group. L. 


to r., standing, are A. E. Aylward, Mrs. 


Barrett, Ald. Sidney Brown, H. Barrett, Mrs. B. Sheldon, Basil Sheldon; 
seated, Mrs. Aylward, Mrs. Farquhar, and Bruce Farquhar. 


"THERE were three other confer- 
ences at Llandudno last week, as 
well as that of the BPAA. Last 
year there were 51 conferences; 
there have already been 49 this year. 

It was a direct mail campaign 
that helped to put Llandudno on 
the map as a conference town, I 
was told by E. Victor Williams, who 
took over as publicity officer after 
Frank Jefkins left five years ago. 
A native of the town, Mr. Williams 
was formerly a civil servant. 

When I commented on the Tine 
weather, he said that the chairman 
of the council, when speaking in 
public during fine weather, claims 
that it’s always like that. If, how- 
ever, it’s raining he says: “Llan- 
dudno is the queen of Welsh water- 
ing places—and today it’s proving 
it!” 


Brave delegates 


Q@NE for whom this conference 
must have been far less enjoyable 
than previous ones is J. M. Beable. 
His left arm was extended, sup- 
ported by a brace, as a result of a 
torn ligament that gave him con- 
siderable pain on the way to 
Llandudno. 

What with this and the operation 
he underwent early in the year, Mr. 
Beable has had a pretty thin time 
of it recently. I hope he will soon 
be restored to full health. 

At the Ball, another disabled 
visitor arrived in the person of 
George Dodson-Wells, commercial 
advertisement officer, British Trans- 
port Commission, whose right hand, 
fractured a little while previously, 
was in bandages. He managed to 
wear his usual cheery smile, while 
indulging in a lot of Scouts’ hand- 
shakes. 


53 years’ service 


ONCE again, Miss May Kirby was 
present as the Association's guest. 
This little lady retired from the 
Association three years ago after 
serving it for 53 years! She told 
me she had attended every confer- 
ence since 1921. 

* * * 


G ATE-CRASHING the annual 
meeting to organise a photograph 
of the investiture of Bruce Farquhar 
as president, I was in time to hear 
John Mills say what a grand thing 
it was that a Sassenach should pro- 
pose a Scotsman in Wales. 


At the civic reception, E. Victor 


Williams, publicity officer, Llan- 
dudno, dances with his wife. 


A collective noun 


J ust as one talks of a covey of 
partridges and a pride of lions, so 
there ought to be a noun of assem- 
bly for association secretaries or 
directors. A “relaxation” would, I 
feel, be appropriate—at least, when 
they are attending conferences. 

At Llandudno they included J. P. 
O’Connor, Institute of Practitioners 
in Advertising, whose president, 
Lt. Col. Alan M. Wilkinson, was 
also there; Percy Hall, Master Sign 
Makers’ Association; W. J. Leaper, 
Solus Outdoor Advertising Associa- 
tion and Bernard Moss, Electrical 
Sign Makers’ Association. 


WEEK'S WISECRACK 


~ 


“Carruthers isn’t back from 
Llandudno yet. He took up 
a solus position and was 
last heard ordering a Welsh 
and soda.” 
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~PHOTOPLAY | 


The World’s Top Film Magazine 


1/3 MONTHLY 


NET SALES (ABC) 


JULY — DECEMBER 1955 


252,005 


£155 per page 


—ONLY 12/3d PER PAGE PER THOUSAND! 


A. H. McISAAC * ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD. - 8/10 TEMPLE AVENUE * LONDON EC4 * FLE 3514 
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PUBLICATIONS IN THE NEWS 


Colour ads in 
‘FT’ supplement 


In its 112 pages, the Financial 
Times Annual Review of British 
Industry, subtitled “The Changing 
World,” contains some 60 articles 
by experts. They include John 
Hobson (John Hobson & Partners 
Ltd.), who writes on “Advertising 
in a world of change,” and Dr. 
Mark Abrams (Research Services) 
on “New ideas and methods in 
retail distribution.” A wide range 
of industrial and commercial activi- 
ties is represented in the advertise- 
ments, some of which are in colour. 

* * * 


IMustrated next week will be a 
special souvenir number of the 
Royal visit to Sweden. Heavy 
advertising in the national press will 
support this issue. 

* * * 


Next week's Picturegoer, which 
will contain a special interview with 
Anita Ekberg, will be advertised in 
the entertainment press, including 
Melody Maker, Musical Express 
and Record Mirror. 


* * * 


The Creasey Mystery Magazine is 
to be published by the Dalrow 
Publishing Co. at the beginning of 
next month. Many leading mystery 
fiction writers will be contributing 
to the magazine. 


Following up the Everybody's 
map supplements, this week's issue 
contains an article by authoress 
Phyllis Bentley in the series “My 
Part of Britain.” She writes on 
“How to See Yorkshire.” Full- 
colour double-crown bills are being 
used to publicise the issue. 

* * * 


A promotion sleeve for Newnes’s 
Practical Motorist and Motor 
Cyclist gives the audited July- 
December 1955 sale as 320,969 (com- 
pared with 288,045 for the previous 
six months). The paper claims to 
have the largest sale of all motor- 
ing Or motor-cycling publications, 
and has a page rate of £150. 


* * * 


A silver challenge trophy has been 
presented by Melody Maker to the 
Musicians’ Golfing Association and 
will be played for later this year. 


Nine-hour race 


The Motor Cycle (Associated 
lliffe Press) is to give all the prizes, 
consisting of a challenge trophy and 
more than £200 in cash, in a Nine- 
Hour Motor-Cycle Race at Thrux- 
ton, near Andover, next Saturday, 
June 23. 


* * * 


The publication date of the 
August issue of Sailplane & Gliding 
is to be delayed for a fortnight, in 
order that it can contain full details 
of the World Gliding Competitions 
which are to be held at St. Yan, 
in France, next. month. 


Good Types 
to Employ . . 


Sans for photography 
Times for legibility 
F. & C. for reliability 


FOSH & CROSS LTD 


for LETTERPRESS and OFFSET LITHOGRAPHY. 
DESIGNERS, BINDERS and PROCESS ENGRAVERS 


80-92 MANSELL ST., LONDON, E.1 


Telephone : 
ROYAL 1731 (10 lines) 


Telegrams : 
Printrade, Edo, London 


| dishes. 


The front cover of the July issue of 
Wife and Home contains an eight- 
page supplement for mothers-to-be, 
giving advice on clothes, food and 
general preparations for babies. 
* * * 

Angling Times this week-end is a 
special “Opening of the Season” 
number. Last year, from the start 
of the coarse fishing season, the 
paper increased sales by 15,000 
copies. 

* * 

A folder sent to advertisers and 
agents by George Newnes Ltd. 
describes the “sales opportunities 
available to stores and fashion 
houses” in Country Life. The bro- 
chure gives the names of leading 
stores, fashion houses, jewellers and 
beauty services who are using 
Country Life advertisement 
columns. 

+ x * 

The June issue of The Banker, 
which goes to “influential circles in 
84 countries,” carried an all-time 
record in advertising, mostly by 
banks and finance houses. Details 
of a new format are to be 


announced shortly. 


New recipe books 


Two new Good Housekeeping 
gravure booklets were published 


| on Tuesday, at Is. 6d. They were 


Good Fare, containing recipes for 
all meals, and Cornflour Cookery, 
with recipes for sweet and savoury 


* * * 


The second edition of Caravan 
Sites, published by Modern Caravan, 
is now available at 2s. 6d. The 


| guide lists authorised sites and gives 


a short description of each. 
* « * 

“Making the most of summer” is 
the theme of the June number of 
Ideal Home. Press advertising, in- 
cluding spaces in the Daily Mail, 
Evening News and Sunday Graphic, 
supports the issue. 

x * * 

“Sixty Years of Cinema,” com- 
memorated in the Observer Film 
Exhibition on a site in Trafalgar 
Square, was opened to the public 
last Friday. 

* ” * 

The Royal Agricultural Show will 
be celebrated with a special number 
of The Field on June 28. It will 
include a Show supplement. 

- * * 

Farming Review is the title of a 
technical publication which 
been issued by Scottish Agricul- 
tural Industries Ltd., Edinburgh. 
The magazine will be issued quar- 
terly and will be mailed direct to 
farmers. 
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We Hear 


“Lead News” is the title of a new 

riodical, the first issue of which 
~ just been published by the Lead 
Development Association. Copies 
can be obtained on application. 
Object of the journal is Es 
information on the uses 

* * * 


An illustrated booklet, The 
Mechanisation of Livestock Farm- 
ing, has been produced by Shell-Mex 
and BP Ltd. It covers the same 
ground as the 20-minute colour film 
of the same name. 

* * * 


D. A. Goodall Ltd. have been 
appointed United Kingdom repre- 
sentatives for the Toronto Telegram. 

* * * 


The Rev. E. B. Brooks, vicar of 
Rowde, editor of the Sarum Gazette, 
which circulates in the Salisbury 
diocese, is offering prizes for the 
best examples of an advertisement 
for the Church of England designed 
by_ readers. 


PR service 


The Agricultural Lime Producers’ 
Council have appointed Graham 
Cherry and his organisation to con- 
duct an information and public 
relations service for agricultural 
lime, on a national and long-term 
basis. 

* * * 


The National Pharmacy Exhibi- 
tion will be held from September 10 
to 13 at The Victoria Halls, Blooms- 
bury Square, London, The 
organisers are B & CD Trade 
Exhibitions Ltd. 

* * * 


Kenneth Pitt Associates have been 
commissioned to handle PR for 
Linda Christian, the Hollywood film 
actress, who arrived in London 
yesterday (Thursday). 

* * * 


“Education of Sales Staff” was 
the subject of a talk W. A. Slow, 
director of Marshall & Snelgrove, 
gave the Silk and Rayon Users 
Association Conference at Lian- 
dudno last Friday. 

*x *x * 

Editorial Services Lid. have been 
appointed public relations advisors 
to the Domestic Refrigeration 
Development Committee. 


Opening ceremony 


The Duchess of Gloucester will 
perform the opening ceremony of 
the Cycle and Motor Cycle Show at 
Earls Court, London, on Novem- 
ber 10. 


* * * 


Foote, Cone & Belding Ltd. have 
been appointed PR and marketing 
advisers to the comptroller, shops 
and catering service, Shannon air- 
port, Ireland. 

* * * 


Foote, Cone & Belding have also 
been appointed PR advisers and 
executives to the Ful-O-Pep feeds 
division of Quaker Oats Ltd. 

* * * 


Show Business, the US theatrical 
trade weekly, has opened a London 
office at 11 Palace Gate, Kensing- 
ton. London editor is Peter Craig- 
Raymond. 

* * * 

The sale of TV Times now 

exceeds 800.000 ccpies per issue. 
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DISPLAYS = 
ORK | 
52 WEEKS A YEAR 


== 
Unique service—centrally controlled from London—gives most 
efficient display coverage ever . . . makes sure your displays 
are used . . . saves you time, trouble and money. 


‘Keep ’em moving’ is the byword of the 
Display Movement teams. Well planned schedules 
ensure that enough time is allowed at each port of 
call to permit careful handling. 


Make your display material earn its keep! Make it pull its full weight 
in your sales effort. Streamline your own organisation by using The 
John Delaney Display Movement Service—London-controlled for 
maximum flexibility and economical scheduling. Many important firms 
have proved that this service makes their displays work harder, and 
eliminates a lot of tiresome routine. > 
Here’s how the system works :— 


NATIONAL NETWORK DELIVERS THE GOODS 


A big fleet of specially built vans, each manned by a team expert in 
display-handling, regularly visits Britain’s main cities and towns. Your 
displays are moved from shop to shop to a carefully prepared schedule— 
and not only moved, but erected and dismantled, too! Your display 
works and is not dumped by the retailer in his cellar. 


Important 


This service is readily available whether 
we made your display material or not. 


Streamlines your Organisation 


With John Delaney handling your display 
movement, the tiresome business of 
making and checking delivery arrange- 
ments is eliminated. One expert team 
handles your material—keeps a check on 
it—all the time. And that’s worth a lot to 
you in work and time saved. 


Reduces wear and tear 


Even expert handling can’t prevent wear 
and tear, and displays needing renovation 
are dealt with immediately. When not in 
use they are stored in our warehouse. 


Cuts Costs 


When costs are cut, too often it's the 
display side that gets the axe. And how 
often the blow is badly aimed! Now 
here’s your chance to do some sensible 
pruning. Use the John Delaney Organisa- 
tion Display Movement Service and get 
regular, predictable display circulation. 
No material goes astray. Damage is 
minimised. And you don't need a lot of 
* spares’. 


Remember 


Your display must be seen to be effective. 
We ensure that it is seen—in the right 
place, at the right time. 

If you have displays to circulate, or 
exhibitions to move, have a word with us 
—before making your plans ! 


(Central contro! means COMPLETE control !) 


THE JOHN DELANEY 
ORGANISATION 


| Aberavon Road, Mile End, London, E.3. 
Telephone: ADVance 43/4. 
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A_ new 100 octane petrol, Super 
Shell plus ICA, was announced last 
Sunday. The petrol, which is not 
yet available, is for engines of a 
very high compression ratio. Shell 
will continue to provide their exist- 
ing petrols—Shell plus ICA as well 
as Shellmex. 

Large spaces were taken in Sun- 
day’s papers and full pages appeared 
in many national dailies and. Lon- 
don evenings. The provincial press 
and magazines are also being used. 
Agents for Shell Petrol are Colman, 
Prentis & Varley Ltd. 


Other oil companies which have 
also taken large spaces in national 
papers, provincials, London even- 
ings and magazines to announce 


I'VE A NOTION 

for promotion that's 
sensational- 
original- 

perpetual- 

and very economical! 
ROTAIRS from the 
Miles Griffin Co.Ltd., 
4, Seaton Place, 
Hampstead Road, 


London, N.W.1. 


EUSton 7411. 


that they will soon be marketing 
| new petrols are the Regent Oil Co.., 
Lid.. who will introduce a new 
“Premium Plus” petrol (agents: 
C, J. Lytle (Advertising) Ltd.); and 
British Petroleum Co., Ltd... who 
will market BP Super Plus, also a 
100 octane petrol. BP's agents are 
S. H. Benson Ltd., and the adver 
| tisements feature Stirling Moss, who 
explains what the new petrol is and 
does. 


|‘A minimum of typesetting’’ was 
used in this advertisement for 
Quaker Sugar Puffs. It featured in 
|a short campaign in the “Daily 
| Express,” “Daily Mail” and 
“People.” The photograph of Rusk 
was taken at London Zoo. Agents 
are Erwin Wasey & Co. Ltd. 


National promotion 
| for Stixon 


A new self adhesive plastic cover- 
ing. Stixon, marketed by Stixon Ltd., 
is now being extensively advertised 
| in the trade press. Stixon has an 
adhesive backing protected by easily 
removable paper and needs no glue, 
water or tools to fix, says the ads. 


Advertising. which is _ being 
handled by E. W. Wilson Advertis- 
ing and Publicity Service Ltd., also 
, includes spaces in Daily Express, 
Daily Mail, Daily Mirror, Tit-Bits, 
jand TV Times. Do-it-yourself 
magazines will also be used. 


Oil companies go all out in big 
boost for new-type petrols 


© Petrol claims have not ended 
aromatics 


other 


[From “Tomorrow's Topics’ 


May 25.] 
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Driway’s autumn 


advertising 
The sales drive for Driway Rain- 
coats Ltd. will be “bigger than 


ever” this autumn, The campaign, 
which is being handled by Tattersall 
Advertising Ltd., includes spaces in 
Daily Express, Daily Telegraph, 
Sunday Times, Financial Times, five 
provincial papers, Illustrated London 
News, Picture Post, Illustrated, John 
Bull, TV Mirror, seven women's 
magazines and trade press. 


Portuguese agents 


Armstrong-Warden Ltd. have ap- 
pointed Messrs. Pac Publicidade 
Activa Ltd. corresponding agents 
for Portugal on a reciprocal basis 
As part of this arrangement they 
will be handling the advertising in 
Great Britain of the official depart- 
ment for the export of Portuguese 
goods, Funto de Formento de 
exportacao. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


ROECLIFF & CHAPMAN. 
G. S. Royds Ltd., will cease to 
handle on June 30 this advertising 
and PR account after 7 years 

PLUMROSE LTD... Copenhagen, 
pilot campaign, using trade press, 
Scottish papers and direct mail; 
J. W. GALLOWAY LTD., con- 
sumer advertising throughout 
West of Scotland; JOSEPH 
BLAIR LTD., Belfast. Accounts 
for Sommerville & Milne Ltd 


ENFIELD CABLES’ LTD.: 
WATERBURY LTD.; SUN- 
STRAND OIL BURNERS LTD. 
Accounts for John Carr & Asso- 
ciates 

LUX LUX LTD., makers of ladies’ 
underwear and slumber wear, for 
Stowe & Bowden Ltd 

CONSORT PRODUCTS CO., for 


Tibbenham Publicity Ltd 
HENRY SUTTON LTD. food 

canners; L. E. LAVENDER & 

CO., LTD., concentrated cam- 


paign in farming press for new- 


tvpe farm-building construction ; 
TOM SCOTNEY LTD. tim- 
ber building manufacturers ; 


BOSHIER OF NORWICH LTD., 
motor service agents Accounts 
for Willsmore & Tibbenham (Nor- 
wich) Ltd 

SIMPLEX ELECTRIC CO. LTD., 
using local and provincial papers 
for Creda Crusader water heater. 
(Stuart Advertising Agency Ltd.) 

STAFLEX CO., LTD., manufac- 
turers of fusible linings for men’s, 
women’s and children’s wear; 
DAVID S. SMITH LTD., box 
and carton manufacturers 
Accounts for Baron Moss Adver- 
tising Ltd 

JAMES HETLEY & co. ; 
ARGYLE BENEFIT BUILDING 
SOCIETY. Accounts for Rich- 
mond Towers Ltd 

PRESTO PRESSURE COOKERS 
for Nicholls Dorrity Advertising 
Ltd. (Birmingham) 

FUNTO DE FORMENTO DE 
EXPORTACAO, official depart- 
ment for the export of Portu- 
guese goods, advertising in Britain 
for Armstrong-Warden Ltd. 


Campaigns 


STIXON LTD., using Daily Express, 
Daily Mail, Daily Mirror, Tit-Bits, 


TV Limes and trade press. (E. W. 
Wilson Advertising & Publicity 
Service Ltd.) 

R. S. MURRAY & CO. LTD. 
using new film on London com 
mercial TV station for Murray- 
mints. (S. H. Benson Ltd.) 

THOMAS HEDLEY & CO., LTD., 
using national dailies, Sundays 
women’s magazines and commer 
cial TV for Tide competitions. 
(Young & Rubicam Ltd.! 

WELLA RAPID LTD., using trade 
press for Effecton Colour Charm 
(Crossley & Co., Ltd.) 

T. & W. FARMILOE LTD., using 
London ‘evenings, provincial 
papers and trade press for Nine 
Elms home decorating competi- 


tion. (McCann-Erickson Advertis 
ing Ltd.) 

DRIWAY RAINCOATS LTD., 
using national dailies, Sunday 


Times, provincial papers, national 
magazines, women’s journals and 
trade press. (Tattersall Advertis- 
ing Ltd.) 

W. H. & F. J. HORNIMAN & CO., 
LTD., using Daily Mirror, Daily 
Express, News Chronicle and 
trade press. (Colman, Prentis & 
Varley Ltd.) 

BRiitsti PETROLEUM co., 
LTD., usin’z Sundays, national 
dailics, London evenings, provin- 
cials and magazines for BP 
Super Plus. (S. H. Benson Ltd.) 

REGENT OIL CO., LTD., using 
national dailies, London evenings, 
and provincials for a new 
“Premium Plus” petrol. (C. J 
Lytle (Advertising) Ltd.). 

SHELL-MEX & B.P. LTD., using 
Sundays, national dailies, London 
evenings, provincials and maga- 
zines for Super Shell plus ICA 
(Colman, Prentis & Varley Lid.). 

KENWOOD MANUFACTURING 
CO. LTD. using commercial 
TV from Birmingham. (National 
Publicity Co., Ltd.). 

BURROUGHS WELLCOME & 
CO., using selected newspapers 
for Epivax vaccine. (Armstrong 
Warden, Ltd.). 

TONI COSMETICS LTD., using 


national dailies, women’s weekly 


and monthly magazines. filmlets 
and commercial TV for New 
Creamy Prom. (S. H. Benson, 
Ltd.). 
TONI COSMETICS LTD., using 
national dailies, Sundays and 
women’s magazines for Adorn 


cream home perm. (Foote, Cone 


and Belding Ltd.) 
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An advertisement is 


an advertisement 


is an advertisement 


Our advertisements we are frequently 


told do not look just like advertisements. 
They look like Hobson advertisements. 
They are certainly not produced to make 
spaces virtually invisible, and in practice 
unreadable, unread, unseen. 


We are aware of standard methods. They have 

an avuncular look of reliability about them and 

sometimes prove as trustworthy as a wicked 

uncle. We have on our own behalf great faith in 

the value of directed idiosyncrasy. And of stan- 

dards which are not’ merely ordinary. These 

give us pleasure; and relieve us from looking 

in the other direction when advertising gran-* 
dees deliver homilies on taste. 


We do not frame advertisements on conven- 
tional hard selling lines. To us it is more 


CHARLES W. HOBSON LTD. 2 CHANDOS STREET, CAVENDISH 


important that they should cause buying rather 
than selling. A distinction which we should be 
happy to expound at length. There is evidence 
that the policy is successful. 


Several of our clients have entrusted then 
advertising to us for at least 25 years. For a 
long time we had no wish to add to them. An 
agency’s powers should exceed its commitments. 
However, times change (and we have helped to 
change them). Our staff has been increased, 
departments have been developed. We are ex- 
panding with confidence. Artists, typographers, 
copywriters, men and women of controlled un- 
orthodoxy, capable of departure from the tram- 
lines of traditional presentation are needed to 
share and influence this expansion. They must 
be capable as well. Aberration is not enough. 


If you feel you are one of those to work success- 
fully with us write for an appointment or 
telephone to Langham 1066, and ask for the 
Managing Director. Anything that passes be- 
tween us will be completely confidential. 


SQUARE, 


ADVERTISER'S WEEKLY 


LONDON W.1 
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APPOINTMENTS VACANT 


GROUP PUBLICITY 
DEPARTMENT 


of large industrial organisation 
requires an 


ASSISTANT 


experienced in press advertising and 
print Applicants must have adver 
tising department or technical agency 
experience, and have general creative 
ability with a preference toward copy- 
writing Five-day weck, pension 
scheme and congenial working 
conditions 


Full details, including age and salary 
expected, to 
Group Training and Personnel Officer, 
Metal Industries Limited, 
Universal House, 
60 Buckingham Palace Road, 
London, S.W.1. 


ADVERTISING ASSISTANT 


hold product 


bution of advertising material in 
Region and for the 
all advertising and publicity 
Good organising ability is 
and some experience of display 
exhibition work will be an advantage 
Applicants, who should be between 25 


services 


30, must be prepared to be based on 


Glasgow and travel in the Region 
Applications, giving full details of 
qualifications and experience, salary 
required, etc., 


Box 3796 Ad 


required 
by Manager of Scotland and Northern 
Ireland Region of a large Engineering 
Company which also markets a house- 
Successful applicant will 
be responsible to Manager for distri- 
the 
co-ordination of 


essential 
and 


to 
Weekly 180 Fleet St EC4 


June 15, 1956 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s. per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 


classifications, 4s. 6d. per line, 50s, per display panel inch. 
No. charge, one line plus Is. covering postage, etc. 
advertisements under seven insertions MUST BE PREPAID. 


Minimum, 3 lines. Box 
Series rates on application : all 
Address ** Advertiser's 


Weekly,’’ 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


justify that confidence. — 
age, and ideas about initial salary, to 

Box 3832 
Advertiser’s Weekly 180 Fleet St EC4 


for 


ADVERTISING EXECUTIVE 


One of the leading smaller Advertising Agencies offers good 
prospects to a man of 25 to 35, who combines executive ability 
with a gift for creating good copy. He would begin as assistant 
to a Director and the idea is to train him on to take a Director's 
lace well within the next decade. 
of the requisite calibre to hold such a job down. 
who are merely looking for wider experience as a stepping stone 
to a job in another Agency are asked not to apply. 
reliable, well-educated man who is prepared to stick, who is 
confident that he is fit for the job, who produces evidence to 
Write, giving outline of experience, 


| 
TOP LEVEL PROSPECTS 
| 


Applicants must therefore 
People 


We want a 


ASSISTANT LAYOUT ARTIST. Appli- 


cants should be trained in layout. 
typography and design, and have 
experience in magazine or agency 
work Write Production Manager, 
Condé Nast Publications, 37 Golden 
Square, W.1 


TECHNICAL ARTIST 


required with 


ability to produce Layout for Advertis- 


ing. 
wanted. 
operating. 


Also 


Ww: 


Box 3525 Ad. 


a first-class Retoucher 
Bonus and pension schemes 


rite 
eekly 180 Fleet St EC4 


ASSISTANT ADVERTISING MANA- 
GER or one capable of qualifying for 
such a position required to assist in 


controlling and administering overseas 


advertising of large manufacturer of 
proprictary lines with head office in 
West London and with numerous over- 


| 
seas factories Interesting work lead- | 
ing to responsible duties after training 
Some knowledge and experience of 
advertising an advantage 
Stating age, educational 
cial experience, to 

Box 3798 Ad. Weekly 180 Fleet St EC4 


rite 
and commer- 


DIRECT MAIL 
MAN 
Urgently Required 


to take charge of production and 
distribution of large scale mailing 
programme to medical profession. 
In addition there will be regular 
mailings to chemists and industrial 
concerns. This is a position with 
a large scale National advertiser 
with Headquarters outside London. 
Applicants should be prepared to 
reside in Hertfordshire. All appli- 
cations will be treated in strict 
confidence. Please write stating 
age, previous experience and 
salary expected to : 


Advertising Manager, 
Box 3815 
Advertiser's Weekly 180 Fleet St EC4 


A UNIQUE OPPORTUNITY exists in 
the Print Division of a London Agency 
for a man with a sound print and 


production background This position 
calls for a complete knowledge of all 
print processes and the various stages 
of its production, and some practical 
print-shop experience would be an 


asset The ability to progress a large 
volume of print and to work in close 
harmony with a number of senior 
people within the agency is essential 


The Company operates a superannua 
tion scheme and the position offers a 


permanent, progressive career for the 
right man Please write, giving full 
details of age, experience and salary 


required, to 
Box 3819 Ad. Weekly 180 Fleet St EC4 


require a 


Young & Rubicam 


Television Time Buyer 


Man aged about 30, 
with either agency or 
programme contractor 
experience, or both. 
Please write fully, stating 
salary required, to 
Personnel Manager, 
Young & Rubicam Ltd., 
Roxburghe House, 
273-285 Regent Street, 
London W.1 


WHAT IS A DESIGNER ? 


A Designer is a man (or woman) who can 
create an advertising campaign in 
co-operation with other people and develop it 
most effectively in its visual form. 

He has an eagle eye for detail and thinks 

He is flexible but stubborn. 

He has an astonishing knowledge of the 
possibilities of all media and he has 

never grubbed around in a mental rut 

in his very superior life. 

That is our definition of a Designer and that 
is what we want. . . a Designer. 


broadly. 


If this is you to the life, you can 
have the salary you expect and pleasant 


working conditions. 


THE SECRETARY, 


Please write to : 


C. R. CASSON LIMITED, 6 ALDFORD STREET, W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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June 15, 1956 


GODBOLDS 


require a 


SPACE 
BUYER 


with several years’ experience 
of media. Good opportunity 
for conscientious and methodi- 


cal man. Write in first in- 
stance, giving full details of 
age, experience and salafty 
to: 


GODBOLDS LIMITED 
General Buildings 
Aldwych, W.C.2 


APPOINTMENTS VACANT ff 


TYPOGRAPHER DESIGNER. Vacancy 
in leading design studio for experienced 
man with appreciation of contem- 
porary design; must be capable carry- 
ing out detailed specifications and 
finished artwork Interesting job for 


keen person. For appointment, ‘phone 
Miss Nokes, c/o M. de Majo 
FLA 9791 


SECRETARY SHORTHAND TYPIST 
for sales director's office of colour 
printers An attractive position for 
a young lady with an interest in a 
craft industry Five-day week, holi- 
days with pay, luncheon facilities on 
the premises. Salary around £450 p.a 
Write Chromoworks Limited, 416 High 
Road, Willesden, N.W.10 


65 


CLASSIFIED ADVERTISEMENTS 


ARMSTRONG SIDDELEY MOTORS, Coventry 


require the following staff for work on Air Publications 
dealing with gas turbine aero engines : 


TECHNICAL WRITERS. Practical engineering experience, 
technical knowledge, and at least 2 years’ experience in technical 
authorship are essential. 


TRAINEE TECHNICAL WRITERS. Engineers with RAF or 
FAA experience and a genuine interest in beginning a career in 
technical authorship are offered training in the art of writing. 
Ability in simple English composition is essential. 


TECHNICAL ILLUSTRATORS. Several years’ experience in 
preparing sectioned perspective and exploded perspective drawings, 
for letterpress and lithographic reproduction, from engineering 
drawings. Ability to prepare line-and-colour diagrams to the 
requirements of Technical Writers. Wash and air brush experience 
and knowledge of reproduction processes are desirable. 

SPARE PARTS SCHEDULE COMPILERS. Ability to prepare 
spare parts schedules from general arrangement and detail drawings. 
Experience of Air Ministry D.I.S. and Mod. procedure would be 
an asset. 

Apply giving fullest details of age, experience and present salary 
to Personnel Manager, quoting Reference W/!. 


SHORTHAND TYPIST, between 23/30 
for Overseas Department in London 
of a London Advertising Agency 5- 
day week, 9-5.30, 3 weeks holiday 
Nr. Holborn Viaduct Railway Station 
and N. London trolleybus service 
Telephone Secretary, CENtral 6481 for 
appointment 


ARTISTS wanted by old-established 
Studio for quality lettering or layout 
Wages are high, conditions are good 
Holiday arrangements respected 
Sorry, no room for beginners. H. & 
A. Dix Ltd., 12 Great Newport Street, 
W.C.2. TEM. 1396-7. 


REPRESENTATIVE required for pro- 
perty and other journals, experienced 
selling direct and agencies Oppor- 
tunity for high earnings. Every sup- 
port given. Send details of career 
Box 3786 Ad. Weekly 


GOOD ALL-ROUND ARTIST needed 
for studio; capable of producing 
finished artwork from roughs supplied 

rite, giving details and salary re- 
quired 


180 Fleet St EC4 Box 3781 Ad. Weekly 180 Fleet St EBC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


EXECUTIVE 
REQUIRED 


AS ASSISTANT TO 


GENERAL MANAGER 
Age 28-35 


Must have Agency experience 
and sound knowledge of 
advertising. Salary range £800 
to £900 basic, with good pros- 
| | pects. Profit Sharing and 
| | Pension Schemes. 


Apply in writing to Secretary, 


CHAPMANS ADVERTISING LTD., 
HORTON STREET, HALIFAX. 


AMBITIOUS, Energetic Direct Mail 
Man, age 25/35 for Block & Anderson, 
Ltd., in Canada (Montreal). Experi- 
ence of designing and handling Direct 
Mail essential. Contract, good com- 
mencing salary. Excellent opportunity 
for a promising career in Canada 
Passage paid. Write, with full particu- 
lars and specimens, Secretary, Block & 
Anderson, Ltd., 58/60, Kensington 
Church Street, W.8 


| 

| PACKAGING. Creative Pictorial De- 

signer. Must be capable of producing 
original designs and have good typo- 


graphical knowledge Good oppor- 
tunities for advancement. Pleasant 
studios, S-day week 


Box 3792 Ad. Weekly 180 Fleet St EC4 


R.C.N. Ltd. as 


accounts. 


of responsibility. 


We have had a number of applications in the last 
few months from people who wish to join 


account executives 


Unfortunately none of them quite fits the position 
which we shall shortly wish to fill. 
man in his early thirties who is experienced 

in Account Executive work on National 

He must be used to client contact and to 
the control of a mass of detail. 
up-to-date appreciation of marketing and know 
how to work happily with a first-class creative team. 
He will have a good educational background 

and a pleasant personality. 
will work under an Associate Director of R.C.N. 
but will be expected to carry a considerable amount 
If you think you meet these 
requirements write to me personally. 
will be treated with the strictest confidence. 


E. G. Walker, manacine pirector 
R.C.N. LTD., 184 STRAND, LONDON, W.C.2 


colour. 


Layout Man—creative 


We want a 


He must have an 


In this job he 


field and interested in 
Your letter organisation having full 


Apply in writing, giving full 


OPPORTUNITY FOR 
ARTISTS IN CANADA 


Ilustrator—competent figure draughtsman able 
to produce finished illustrations for 
advertisements 


ising agency work. 


Retoucher—skilled airbrush artist for photo 
retouching, colouring and still life 
illustrations. 


Lettering—experienced, neat worker with a flair 
for free script. 
graphy an advantage. 


We are looking for young men above average in their 


Montreal, Canada, with a well-established, large 


personal status, age and income expected 


Rumble Crowther & Nicholas Ltd. 
(Box H.S.) - 184 Strand - London - W.C.2 


in line, wash and 


for wide variety of advert- 


Knowledge of typo- 
working permanently in 
employee benefits. 


particulars of your experience, 
to: 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LONDON ELECTRICITY BOARD 
DISPLAY ASSISTANT 


Applications are invited for the above 
position in the Display Department at 
Roehampton, London, $.W.15. 


Applicants should possess versatile 
abilities in the preparation of first- 
class window display and exhibition 
material. 


Commencing salary within N.J.C. 
Grade | Scale—£485/£600 p.a. incl. 
Application forms obtainable from 


Personnel Officer 46, New Broad 
St., London, E.C.2. Please quote 
ref: PER/2196/BN. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


66 


PRODUCTION MAN 
handle mechanical 
national and technical 
detailed knowledge of blockmaking 
and typesetting requirements and a 
good control of production schedules 
are essential for this responsible post. 
Holiday arrangements covered. Write, 
in first instance, stating age and pre 
vious agency experience, to Godbolds 


required to 
production on 
accounts. A 


Limited, General Buildings, 99 Ald- 
wych, London, W.C.2 
TYPOGRAPHER required to join 


creative group, producing high-class 
industrial print Must have at least 
four years’ agency experience, good 
design sense, with the ability to 
produce finished layouts. Telephone : 
B. Mansfield—TAT 0900—for inter- 


view. 


EXPANDING COMPANY, publishing 
trade and technical journals, have a 
vacancy covering the Midlands and 
North for an advertisement space 
salesman Applicants should have a 
successful sales record. They should 
be resident in, or near, Birmingham or 
Manchester. First-class opportunity 
offered to selected applicant 
Box 3824 Ad. Weekly 180 Fleet St EC4 


B.O.A.C. 


REQUIRES ADVERTISING OFFICER 
FOR INDIA, PAKISTAN & CEYLON 


Applications are 


but not essential 


The successful applicant will be required to plan and direct B.O.A.C 
advertising in India, Pakistan and Ceylon within the broad frefmework of 
He will be 
quarters in Bombay and must be prepared to travel at all times as may 


B.O.A.C’s advertising policy 


be required by the Corporation. 


The local salary for this post is within the range of Rupees 1620-1895 
per month, according to qualifications. 


for wives and children 
tax paid by the Corporation 


Annual leave in the U.K. with free passages and the post is pensionable 


Applications giving full 


later than 29th June, 1956 


invited for an 
Candidates should have wide practical and administrative experience of 
press, poster, display and printed advertising 
Age between 30 and 40 


important 


Free accommodation provided and local income 


details of age, 
addressed to the Staff Manager (Sales), British Overseas Airways Corpora- 
tion, Airways Terminal, Buckingham Palace Road, S.W.1., to arrive not 


appointment in Bombay 


Agency experience desirable, 


required to make his head- 


Additional! allowances are payable 


experience, etc., should be 


ADVERTISEMENT 


ADVERTISEMENT 


REPRESENTA- 
TIVE for high-class menu holders and 
hotel literature. Opportunity to earn 
over £1,00 p.a. Commission and 
expenses. Renewals available 

Box 3841 Ad. Weekly 180 Fleet St EC4 
REPRESENTA- 
TIVE wanted Must be experienced, 
for Lancashire, Yorkshire and North 
of England and Scotland Excellent 
opportunity on a guaranteed circula- 
tion monthly journal Write, giving 
experience, etc., to Instrument Review, 
3 Heathcock Court, Strand, London, 
W.C.2. 


SECRETARY/TYPIST required for the 
Production and Administrative Depart- 
ment Previous experience of space 
buying and agency production routine 
an advantage Murray-Watson Ltd.. 
58 Brooke Street w.l "Phone 
GROsvenor 3508 


PHOTOGRAPHY. Progressive provin- 


cial Photographic Concern requires 
advertisement writer for amateur 
equipment and. cine departments 


Opportunity for keen amateur experi- 
enced in advertising and sales promo- 
tion 


Box 3831 Ad. Weekly 180 Fleet St EBC4 


} 
| 
| 
| 
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June 15, 1956 


APPOINTMENTS VACANT 


ARTISTS 


Lettering 
Retouching 
& General 


Required by Advertising or- 
ganisation. Good salary to 
experienced Artists. 

Tel. : TER 0968-9 for appoint- 
ment. 


A LEADING 


AGENCY secks an ex- 
perienced Public Relations Executive, 
mid-30s preferred, to handle a national 
campaign The successful candidate 
must be a versatile writer, preferably 
with newspaper experience, and he 
should be accustomed to top level 
negotiation with clients A knowledge 
of political and economic affairs would 
be an advantage The post is a pro- 
gressive one, commencing salary 
according to experience and qualifica- 
tions. Write 
Box 3790 Ad. Weekly 180 Fleet St EC4 

ARTIST required (male or female) to 


co-operate with group of artists pro- 
ducing a variety of work including 
illustrations top fashions, strips and 
TV features Some experience an 
advantage but not absolutely necessary 
provided applicant has a sound train- 
ing in figure drawing colour and some 
lettering. This is an interesting oppor- 
tunity for someone who appreciates 
variety in work and congenial atmo- 
sphere Male applicants must have 
completed National Service "Phone 
for appointment, MAYfair 0591, or 
write full particulars, 

Box 3822 Ad. Weekly 180 Fleet St EC4 


Two appointments 


Sense. 


visualiser. 


of either sex. 


Applications to: 


LAYOUT ARTIST 


A promising opening exists for a 
layout artist who can produce finished 
roughs and has a sound typographical 
Good design ability required 
but he need not be a “ self-starter” 
—he will work with an experienced 


LETTERING AND 


FINISHED ARTWORK 


Studio vacancy for young person 
Slick lettering and 
general studio artwork. 


PRODUCTION MANAGER, 


McCONNELL’S 


(LONDON) LTD., 
ST. STEPHEN’S HOUSE, 
WESTMINSTER, S.W.1 
Telephone: WHitehal!l 5081/2/3 


RCN 


invite applications from agency- 
trained middleweight layout men 
and typographers with the ambition 
and ability to achieve future heavy- 
weight class. Good salaries, work- 
ing conditions and prospects await 
the right men whose present summer 
holiday plans will not be disturbed. 


Write in first instance to:— 


RUMBLE, CROWTHER & NICHOLAS LTD. 


184 STRAND, LONDON, w.c.2. 


ART DIRECTOR 


Phone your classifieds to WAT 3388 (Ex. 25) 
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June 15, 1956 


APPOINTMENTS VACANT | 


The impending retirement of an 
ageing Director presents an oppor- 
tunity for a young man who has 
sufficient confidence in himself to 
take over a group of small accounts 
capable of considerable develop- 
ment. 


This is an exceptional opportunity 
for a practical young man who has 
possibly had working experience as 
assistant to an Account Executive, 
and who has ambition and drive. 
Some small knowledge of, or famil- 
iarity with, radio and electrical 
subjects would be useful, but not 
essential to one who can assimilate 
knowledge by experience. 


A permanent, progressive, profit- 
sharing career awaits the right man. 
Write, stating age, experience, and 
commencing salary required. 


Opportunity Calling 


Write in first instance to: 
The Managing Director, 
THE NATIONAL PUBLICITY CO. LTD. 
36-37 Upper_Thames Street, London, E.C.4 


We have immediate vacancies in 
our capacious, well-lighted studio 
for the following :— 


|. A good visualiser or ‘all-rounder’ 
with sufficient experience, ability 
and ambition to aspire to be- 
come Studio Manager. 


2. Layout Artists and Designers 
who can prepare good presenta- 
tion layouts that are functional 
and “‘modern’’ without being 
grotesque. 


3. General artists for an interesting 
variety of work on national and 
technical accounts, 


When applying for Studio vacancies, 
please state which job interests you, 
also give details of age, experience 
and salary required. 


YOU? 


ADVERTISING AND PUBLICITY 
EXECUTIVE required by leading firm 
of Aeronautical Engineers. The suc- 
cessful applicant will have all-round 
experience in the organisation and 
control of a medium-sized Publicity 
Department He will be required to 
Supervise and take an active part in 


press relations, exhibitions, the pre- 
paration of sales and publicity litera- 
ture, and a house magazine. There is 


ample scope for the instigation and 
development of ideas on Public Relh- 
tions and advertising in conjunction 
with an agency Some engineering 
background is desirable This is a 
first-class opportunity for an energetic 
and capable man in a long-established 
company with an expanding future 
Applications, giving full details of 
experience, qualifications, present 
salary and salary required, should be 
addressed to the Personnel Manager, 

V. Roe & Co., Ltd., Greengate, 
Middleton, Manchester 


MAY & BAKER LTD., D am, 
Essex, require an agency experienced 
visualiser and typographer (male) for 
journal advertisements, brochures and 
adaptations. Previous work on techni- 
cal accounts an advantage Contri- 
butory Pension Scheme. Apply initially 
in writing, quoting reference No. 24, 
to the Personne! Officer 


PUBLICITY MANAGER of company 
manufacturing technical products with 
extensive uses in building and industry 
generally, requires assistant with good 
knowledge and experience of adver- 
tising and print production. Apply in 
writing, giving brief details of experi- 
ence and salary required, 

Box 3820 Ad. Weekly 180 Fleet St EC4 


require 


REPRESENTATIVE 


Intelligent and of smart appearance. 
Some knowledge of printing blocks 
an advantage. Good income can be 
obtained. 
The company’s staff is aware of the 
vacancy. 
Write 

Box 3817 
Advertiser's Weekly 180 Fleet St EC4 


GROUP ADVERTISING DEPART- 


MENT (Westminster 
manufacturing 


area) of 
organisation 


large 
marketing 


both technical and consumer products | 


requires an Assistant 


experienced in 
the production of press 


advertising and 


print Applicants must be prepared 
to demonstrate creative ability (ideas, 
layout, copy), be able to prepare good 


roughs and visuals and be practised 
in the supervision of advertising pro- 


duction and the buying of advertising 
services (artwork, blocks, print, etc.) 
This is a progressive position with ex- 
cellent opportunities for advancement 
Five-day week. Pension scheme. Full 
details, including age, to Group Per- 
sonnel Manager British Tyre & 
Rubber Co., Ltd., Herga House, 
Vincent Square, London, S.W.1 
DESIGNERS. Exhibition stands, display, 
required by leading London exhibition 


contractors Pensionable post 
Box 3805 Ad. Weekly 180 Fleet St EC4 
A SLAVEDRIVER, perfectionist, de- 
manding really alert and thoroughly 
efficient secretary/shorthand-typist, is 
optimistic enough to believe that 
there’s just one person (could it be 
you?) havng inexhaustible energy and 
proper ability—who can enjoy doing 
an unusually hard-working and inter- 
esting job in publicity division of film 
company You can find an easier, 
quieter, perhaps even more remunera- 
tive job elsewhere in these columns— 
but if you're seeking an opening which 
will toughen you for anything you 
may have to tackle henceforth, then 
this is for you! No Saturdays, no 
luncheon vouchers, no slack time, no 
premium cither and the salary’s not 


bad : 
Box 3833 Ad. Weekly 180 Fleet St BC4 


If you are 
an EXECUTIVE... 


A fast-growing agency requires an 
experienced advertising executive to 
handle a group of accounts. He must 
combine initiative and enthusiasm with 
a warm personality and a thorough 
appreciation of sales promotion. This 
is a real opportunity in an agency that 
is quickly going to the top of its field. 
Please write to 


Box 3821 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 07057030777 aaa 


Haddon’s 
WANT 


another visualiser to work in with 


28) tackling a tough job and a wide range 
problems for really big advertisers. 

The accepted applicant will be a “ 
enthusiastic and capable of arguing a case 
Director or Client level. 


proof. 


needs a good man with the mechanics 
typography at his fingertips. 


man To complete this Group—there’s 


presentation man ; 


—and speed. 


P.S. Bring your sense of humour with you 
also, perhaps, some specimens of work. 


Please phone Fleet Street 8011 
and introduce yourself to the Company’s 
Secretary (Mr. A. J. Clark). 


John Haddon & Co. Ltd., 11-12, Salisbury 
Square, E.C.4. 


a 


recently organized Creative Group (average age 


of 


self-starter ”’ 


at 


He must be prepared 
to supervise any job right through to the final 


another typographer The same group 


of 


If this man feels he 
has grown beyond typography—pure and simple 
—then there’s a job waiting for him here. He’ll 
have all the opportunity he wants for layout 
work and visual interpretations of his own—but 
his knowledge of typography is important—if 
he knows how and when to break the rules. 


another “finished presentation” 


a 


vacancy for a man who, today, is probably 
working in a Studio. He’s a slick lettering and 
a complete professional but 
looking for more responsibility than finished 
rough presentation men are usually given. He’ll 
get the scope he wants in an Agency that knows 
its future depends on men with courage, vision 


“ee 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


PRODUCTION 
ASSISTANT 


required for Publicity Department of 
large national advertiser in the North 
West. Experience in copy detail pro- 
cedure with knowledge of typography, 
block-making, etc. Progressive post 
with superannuation scheme in opera- 
tion. Reply giving age, experience 
and salary required to 


Box 3760 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING. 


YOUNG LADY, 16-18, to assist adver- 


manager in large suburban 
newspaper. One with some experience 
of advertisement office preferred 
Write, giving details age, salary, etc., 
Box 3845 Ad. Weekly 180 Fleet St EC4 


tisement 


Experience layout 
artist required for Creative Depart- 
ment. Interesting black and white and 
colour work. National accounts. Five- 
day week. Elliott Advertising Ltd., 
Manton House, Great Charles Street, 
Birmingham, 


VISUALISERS 


For experienced creative layout men 

with a good sense of design and the 

ability to produce slick presentation 

roughs there are bright prospects at 

Crane Publicity. Excellent working 

conditions in a friendly enthusiastic 
oup. Write or "*phone—Creative 
irector, 


CRANE PUBLICITY LTD., 


Adam House, One Fitzroy Square, W.!. 
Euston 8061 


SHORTHAND TYPIST 


required for 
June, July, August, September. Must 


be over 25. Advertising experience 
preferable Hours 9.30 to 5.30, no 
Saturdays. Good salary. Write to 
Mr. Parker, Brockie, Haslam & Co., 


231 Strand, London, W.C.2 


68 


APPOINTMENTS VACANT 


visuals. 


N.W.9. 


CREATIVE LAYOUT ARTIST 


The Advertising Department of Frigidaire has a vacancy 
which offers considerable scope and opportunity to an 
artist who can produce finished roughs from his own 
He will have an assistant and charge of the art 
and photographic side of the department. 
magazine make-up, design for literature, and art buying 
an advantage. Write, stating age, details of past career and 
salary required to the Personnel Manager, Frigidaire 
Division of General Motors Ltd., Stag Lane, Kingsbury, 


Knowledge of 


BOOK CLUB ORGANISATION re- 
quires promotion manager. Energetic 
person, experienced competitions, mail 
order and member-getting schemes 
Excellent commencing salary and first- 

| class opportunities of advancement 

Write, stating qualifications, 
Box 3809 Ad. Weekly 180 Fleet St EC4 
SHORTHAND TYPIST required for 
interesting work in West End office 
of old-established and well-known 
company The work involves short- 
hand and typing in the Public Rela- 
tions Department. Applicants should 
be accurate and adaptable Modern 
office building, lunch vouchers, five- 
day week. frite, stating salary re- 
quired, to 
Box 3808 Ad. Weekly 180 Fleet St EC4 


| LETTERING ARTIST 


with ideas and initiative, capable 
of producing finished art work, 
| | required by expanding Anglo- 
American Company, West Lon- 
don. Good salary for the right 
man. Staff Canteen. Pension 
Scheme. Sports Club. 


ARTIST 


required to work on National Pools 
Account. Good lettering and experience 
of adaptations essential. 

Box 3801 
Advertiser's Weekly 180 Fleet St €C4 


ASSISTANT to Advertisement 


Manager 
S.E. Coast Weekly required Good 
opportunity for man with initiative to 
qualify for excellent progressive posi- 
tion. Write, with details of experience, 


to: 
Box 3785 Ad. Weekly 180 Fleet St EC4 


Advertisement 
Representative 


Leading Technical Trade journal invites 
applications for vacancy on established 
controlled circulation monthly. Over 
1,500 reply-paid cards are received 
monthly from readers proving the 
journal's pulling power. 


Representative with sound selling capa- 
bilities can earn over £2,000 in first year 
with annual progression. To work from 
London Office but able to travel pro- 
vinces once each month. 


A permanent appointment—Salary— 
Cc i Exp Write full de- 
tails of past selling experience in 
confidence to:— 


Box 3816 
Advertiser's Weekly 180 Fleet St €C4 


Teleph for appointment: 


Sales Promotion Manager 
PADDINGTON 743! 


ASSISTANT to production manager re- 
quired, aged 20-24, in small _ well- 
established West End Agency—to 
eventually take over control of pro- 
duction Pension Scheme, luncheon 
vouchers Five-day week Please 
write, stating previous experience and 
salary required, to 
Box 3829 Ad. Weekly 180 Fleet St EC4 

SPACE SALESMAN, aged 25-30, to 
assist advertisement director of small 
but expanding group of internationally 
known technical publications Appli- 
cants must have had relevant experi- 
ence and be capable of working on 
own initiative. Good salary and pros- 
pects, also non-contributory pension 
scheme. Full details to 
Box 3826 Ad. Weekly 180 Fleet St EC4 


MANN EGERTON & CO., LTD., re- 
quire an additional advertising assis- 
tant for creative work, ability to write 
good copy essential. Previous agency 
or similar experience is desirable 
Interesting and varied work for a 
young man or woman Apply in 
writing, stating age, experience and 
salary expected, to the Advertising 
Manager, Mann Egerton & Co., Ltd., 
S Prince of Wales Road, Norwich 

GO-AHEAD Weckly Sports Journal re- 
quires services of man with energy, 


initiative, ideas and integrity as 
manager to increase sales and adver- 
tisement revenue London office 
Excellent prospects for right type 


Write details of career to 
Box 3813 Ad. Weekly 180 Fleet St EC4 


MAGAZINE 
TYPOGRAPHER 


wanted with good design 
sense and ability to handle 
contact with editors. 
Would also be required 
to handle advertisement 
typography. Salary £700 
per annum. Write 


Box 3823 
Advertiser's Weekly 180 Fleet St €C4 


SECRETARY required by Publishers for 


Editor, weekly and monthly maga- 
zines Must be able to work inde- 
pendently. Holidays this year. Write, 


Stating age and salary required, to 


Box 3825 Ad. Weekly 180 Fleet St EC4 

YOUNG MAN required as advertise- 
ment representative for one of 
London's leading suburban news- 
papers One with initiative and able 
to do layouts. Write, giving details of 
experience, age and salary expected. 
Box 3844 Ad. Weekly 180 Fleet St EC4 

FULLY QUALIFIED REPORTER 
wanted for weekly newspaper. Short- 
hand essential Apply Spenborough 
Guardian, Northgate, Cleckheaton, 
Yorks 


Hertfordshire. 


ADVERTISING EXECUTIVE 


Required 
by large scale National Advertiser with Headquarters in 
This is a position which should appeal 
| to a young man who has had experience in a large Advert- 


ising Department or Agency. 


Good prospects. 


All applications will be acknowledged 
and will be treated in strict confidence. 
giving full details of previous experience and salary 
required to Advertising Manager, 
Box 3745 
Advertiser’s Weekly 180 Fleet St EC4 


Age approximately 24-27. 


Please write 


June 15, 1956 


CLASSIFIED ADVERTISEMENTS 


TWO OFFICE VACANCIES 


GOOD SHORTHAND TYPIST re- 
quired. A neat efficient worker with some 
advertising experience is preferred for 
varied interesting duties Preferably 
between 21-25 

AJUNIOR TYPIST required (shorthand 
speed not important) for typing and filing 
duties. Between 17-19 preferred 

Both these vacancies occur in a City Adver- 
tising Agency. Clean comfortable condi- 
tions ; summer holidays will be recognised. 
Full particulars including salary required to 


Box 3828 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING DEPARTMENT re 
quires all-round artist aged 20-26 with 
a creative flair and capable of finished 
artwork Position is permanent, 
superannuated, and offers considerable 


scope in the design and production of 
leaflets, sales aids, displays, exhibi- 
tions, etc Write, giving full details 
of experience, and salary required, to 


Advertising Manager, Celotex Limited, 
North Circular Road, Stonebridge 
Park. London, N.W.10 

PRODUCTION ASSISTANT required 
previous agency experience essential 
Write or ‘phone for appointment 
Crane Publicity Ltd., 1 Fitzroy Square, 
W.1. EUSton 8061 


LETTERING ARTIST 


required by modern west-end 
studio. Pleasant conditions. 5- 
day week. Holiday arrange- 
ments respected. 


STUDIO LORAYNE 


4\-45 Beak Street, W.!. GER 4866 
NO BEGINNERS-— PLEASE! 


ADVERTISEMENT REPRESENTA- 
TIVE wanted for UK for first-class 
outdoor scheme (with official backing) 
of many years’ standing, to contact 
local advertisers Good man who 
works should earn £2,500 per annum 
To work on own initiative with little 
office interference. Write 


Box 3803 Ad. Weekly 180 Fleet St EC4 


Assistant Space Buyer 


lady, with at least 3 years experience 
required by busy West End Advertising 
Agency. Must be quick typist and have 
excellent references. No Sats. Holiday 
this year. Full details including present 


salary to 
Box 3799 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING DEPARTMENT. 
Young man required as assistant 
manager to take over department in 
due course Must have press layout 


and literature experience. Line draw- 
ing experience essential Coventry 
area Commencing salary £500-£600 


with other allowances 
Box 3814 Ad. Weekly 180 Fleet St EC4 


2 Good al! round 
ARTISTS 
required 
capable of handling First Class General 
Work. Ability to cope with Technical 
Retouching an asset. Small but very 
happy Studio. Full details to 


Box 3655 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL ARTIST required, for letter- 


ing, layouts, leaflets, folders and 
booklets, for well-known London 
printers. Permanency 


Box 3818 Ad. Weekly 180 Fleet St EC4 


BOOKING-IN CLERK 


required by London BLOCKMAKERS. 
Some understanding of blocks would 
be useful. 


Phone for interview 
WATerloo 3621. 


Ext. 3 


Phone your classifieds to 
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June 15, 1956 


APPOINTMENTS VACANT 


PRODUCTION 
ASSISTANT 


Excellent opportunity for young 
man of good education and ap- 
pearance to join sound, progressive 
agency (West End). 

Qualifications must include general 
allround production experience. 
This appointment provides real 
prospects for a man possessing 
commonsense who is able to use 
initiative and accept responsibility. 
Write full particulars to 


Box 3850 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG LADY for copy typing and 

filing in Media Department Chance 

t lear g all aspects of media. Hours 

) 0 No Saturdays Luncheon 

Vouchers Profit-sharing scheme. Holi- 

lay this year. Write, Arthur S. Dixon, 
Limited, 229 High Holborn, W.C.1 


RETOUCHER 


required in established Studio working 
mainly on Technical accounts. Very 
good propects. Holiday arrangements 
may stand. Own staff have been 
advised of this advertisement. 


Box 3848 
Advertiser's Weekly 180 Fleet St EC4 


COPYWRITER. 


Applications 
sition of 


are in- 
Copywriter 


advertising department of lead- 
ing photographic firm near London 
Experience } not essential, but 
evidence of writing ability must be 
sent with application Age not above 
30. Non-contributory pension scheme 
Appl 
Box 3795 Ad. Weekly 180 Fieet St EC4 


REPRESENTATIVE 


Prominent Group 
of 


Overseas Newspapers 


has a vacancy for an advertisement 
representative in London. The 
man required will be in his middie 
or late twenties, of good education 
and personality, will be ambitious 
to embark on a progressive and 
permanent career in an expanding 
specialist field and will have already 
acquired some sound experience in 
a selling capacity (not necessarily 
in advertising). Applications will 
be treated in the strictest confi- 
dence and should be addressed to 
the Managing Director, West 
African Newspapers Ltd., 2/3, 
Hind Court, E.C.4. 


SPACE SALESMEN required by leading 
African publications to chase London 
Provincial contacts already interested 
in Overseas advertising Thrustful 
personality liberal remuneration by 
results 
Box 3804 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


“ HAND-PICKED ” SECRETARIES 
available The Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3 

BUSINESSMAN (33), Marlborough and 
Oxford, for past three years in charge 

small company (10 employees) 

operating on the fringe of the adver- 


of 


tising world. Extensive knowledge of 
Africa Many connections at the 
highest level Seeking wider field 


Available October 
Box 3811 Ad. Weekly 180 Fieet St EC4 


Phone 


i 


ART DIRECTOR (English) would like to 
make a change. He is working on the 
continent for a large agency with a 
first-class reputation, handling well- 
known national advertisers He is 
visualising and producing full length 
schemes for client presentation. Con- 
tinent preferred, South Africa con 
sidered Above all he ooking tor 
a big position and the full support 
and co-operation of his employers 
Four-figure salary 
Box 3849 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED Fieet Street 


advertising 


man, good connect London 
Agencies desires representation vf 
worthwhile medium 
Box 3847 Ad. Weekly 180 Fic Si EC4 
CONTACT EXECUTIVE, AIPA, fifteen 
years’ experience Flect Street Agency 
ten out of ter nd nine for 
neatness.”’ 
Box 3846 Ad. Weekly 180 Fleet St EC4 


SENIOR 
EXECUTIVE 


Agency man accustomed to 
top-level contact, versatile, 
experienced at client’s end as 
Advertising Manager, creative 
and with considerable experi- 


ence in administration, 
recently returned from tour 
abroad managing an overseas 
branch—seeks suitable em- 
ployment in U.K. on expiry 
of leave. Willing to travel, 
but must be based in U.K 
for family reasons 


Box 3838 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ARTIST and writer with 
highest qualifications seeks executive 
post. Specialist in exploded drawings 
Qualified engineer Administrative 
experience, sound knowledge of repro- 
duction methods and book produc- 
tion Also editorial illustrations in 
lighter vein 
Box 3836 Ad. Weekly 180 Fleet St BC4 


VISUALISER, aged 32, single 


Six vears 


agency experience, on national 
accounts, and TV, wishes to work in 
Agency, or similar job on the Conti- 
nent. Moderate salary 


Box 3837 Ad. Weekly 180 Flect Si EC4 

MARKET RESEARCH AND PUBLIC 
RELATIONS. Experienced advertis- 
ing man with knowledge, initiative and 
intuitive deductive capacity open 
proposition either or both Expenses 
and bonus basis suggested 
Box 3842 Ad. Weekly 180 Fleet St EC4 


PHOTOGRAPHER 
advertising position 
Box 3827 Ad. Weekly 180 Fleet St EC4 


seeks magazine or 


to 


PRINTING-ADVERTISING EXECUTIVE 


25 years practical printing (all pro- 
cesses) and advertising (press, cata- 
logue, display, etc.), seeks Managerial 


position. 
Box 3840 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED AGRICULTURAL 
ARTIST with sound = engineering 
(HNC) and countryside knowledge 


seeks further 
nent post 
Box 3810 Ad. Weekly 180 Ficet St EC4 


COMMissiOnsS or perma- 


iii 


CLASSIFIED ADVERTISEMENTS | 


LETTERING 
experienced 
lettering 
Box 3843 Ad. Weekly 180 Fleet St EC4 


MISCELLANEOUS 


ARTIST : 


Layout 


fast, 
or 


fully 
finished 


PRINTERS or publishers, etc., requiring 
highly finished pin-up sketches should 
contact artist, 


Box 3839 Ad. Weckly 180 Fleet St EC4 

ADVERTISING? DIRECT MAIL? TRY 
COPYPRINTS. THEY NEVER FAIL. 
Let extra profits pay costs. Designing. 
packeting, addressing (£2 per 1,000) 
hand deliveries Complete or part 
scheme. Copyprints, 11% Fleet Street, 
E.€4. WEL 1450 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc For particu- 
lars of studio facilities and more than 
1.250 models including coloured 
people, contact Philip Gotlop, Photo- 
graphs, Ltd., 24 Kensington Church 
St.. W.8 WEStern 4130 


FREE LANCE SERVICES 


ARTIST. Experienced figure and still 
life, requires free lance contacts 
Box 3807 Ad. Weekly 180 Fleet St EC4 


AGENCY-TRAINED creative team 
specialise in fast, effective consumer 
campaigns 
Box 3812 Ad. Weekly 180 Fleet St EC4 


LAYOUT ARTIST (Ex Fig.) specialises 
in booklets, folders, etc 
Box 3692 Ad. Weekly 180 Fleet St EC4 


FREE LANCE ARTIST. 20 years’ ex- 


perience Exhibition, Display and 
general work. Tel. CUN 18 

FREE LANCE ARTIST requires more 
work. General and lettering 


Box 3720 Ad. Weekly 180 Fleet St EC4 


ARTIST, free lance. required for high- 
class men's wear illustrations. ‘Phone 
for appointmentment, CLErkenwell 
0509 


BUSINESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5645. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


PRINTING — Brochures, Catalogues, 
Magazines, Works Newspapers—com- 
plete production, design, blocks and 
despatch. Addressing, franking and 
posting services. Competitive prices 
Enquiries, Dumfries and Galloway 
News, 86 High Street, Dumfries (468) 


BUSINESSES WANTED. Advertising 


Agency. One with small tax loss con- 
sidered 
Box 3802 Ad. Weekly 180 Fleet St EC4 


ADVERTISER’S WEEKLY 


SALES AND WANTS 


“BRITE LITE” fluorescent fittings need 
no fixing—just hang like a bulb. Trade 
Metal Works, 2a Brackenbury Road 
W.6. SHEpherds Bush 5949 


Brand New 


PLAN CABINETS 
at Bargain Price 


Six brand new six-drawer Medium 
Oak finish Plan Cabinets 
made in two sections of three with 


each 


inside drawer measurements 40° 


wide x 274" back to front x 3” 
deep. Each drawer fitted two 
handles and label holder. 


Bargain offer at a nett price of £100 
for the six. £19 each for three, or 


£20 singles, delivered London. 


Box 3806 
Advertiser's Weekly 180 Fleet St EC4 


BUSHESS OPPORTUNITIES 


UNIQUE 


“SCRIVENER”™ 
Invitations to functions of all descrip- 


SERVICE. 


tions acquire that “‘personal’’ touch 

when completed in perfect copperplate 

script Terms and details on request 

from H . Hancock, Lancaster 

Cottage, Branscombe, near Seaton, 
von. 


PERIODICAL PUBLISHERS AND 
PRINTERS are interested in purchas- 
ing periodicals or even purchasing part 
interest of trade, technical or 
sumer publications Reply. in 
confidence, 
Box 3638 Ad 


EXPERIENCED SPACE-SALESMAN 
with £2,000-£3,000 capital is offered 
directorship and share of profits in 
limited liability company being formed 
to launch new class publication The 
right man will have the opportunity 
to become Advertisement Director of 
a group of publications 
Box 3754 Ad. Weekly 180 Fleet St EC4 


A SMALL but progressive Advertising 
Agency which would benefit by a re- 
duction of overheads is invited to ap- 
proach the proprictor of small group 
of companies concerned with publish- 
ing. publicity, and print factoring, to 
discuss a proposition which would be 
of mutual advantage and benefit 
Box 3753 Ad. Weekly 180 Fleet St EC4 


con 
Strict 


Weekly 180 Fleet St EC4 


DISPRO LTD. Ask your printer about 
the wonderful high gloss, colour inten- 


sification and durability of Dispro 
Lamination—he knows all about it— 
or ask us for specimens Dispro 
Limited, 36-38 Peckham Road. 
London, S.E.5. RODney 7171 (6 
lines). 


but P.R. departments can 
qualified P.R 


your clients. 


THE ROLE OF PUBLIC RELATIONS 
IN THE MODERN ADVERTISING AGENCY 


Can the advertising agency claim to give a complete service, in 
the modern sense of the term, without public relations ? 
be i 
staff difficult to find. 

The intelligent solution is to retain a public relations firm, with 
its own newsmen, photographers, sub-eds. and feature writers, 
co-ordinated to carry through a realistic P.R. programme for 


A Senior executive will call on you to discuss your problems 
anywhere in the British Commonwealth. 
Box 3851 
Advertiser’s Weekly 180 Fleet St EC4 


No, 


very expensive and maturely 


your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


@ REGISTERED 
AT G.P.O. AS A 
NEWSPAPER 


Advertiser's 
Weekly 


THE 


REVIEW OF INDUSTRY 


4 to reach those who direct 


the affairs of industry 


PUBLISHED EVERY MONTH 
PRESS DATE: 22 DAYS PRECEDING 


registered offices 
Advertisement, 


a copy 
V6 wae 


STOP PRESS 


ALAN 
WHITWORTH 
RETIRES 


ALAN WHITWORTH, DIREC- 
TOR OF THE INCORPORATED 
SOCIETY OF BRITISH ADVER- 
TISERS, IS TO RETIRE AT THE 
END OF THIS MONTH. HE 
JOINED ISBA AS ASSISTANT 
GENERAL SECRETARY IN 1929. 


Decision taken on Wednesday by 
Council of Newspaper Society on 
three-phase scheme to promote 
advertising in provincial press. 
Early start on first phase expected 
with expansion of information ser- 
vice to members. 


Robert E. C. Thornberry, a Free- 
man of London and a life member 
of the Publicity Club of London, 
who died in March, left £9,736 net. 


Advertising organisations will be 
invited to take part in a one-day 
conference to be held by the Incor- 
porated Sales Managers’ Associa- 
tion, in collaboration with the 
British Institute of Management, on 
the theme “Can we sell our way out 
of inflation?” at Festival Hall on 
October 9. One of the speakers will 
be ISMA’s president-elect, Lord 
Woolton. 


Smiths’ Advertising Agency Ltd. 
have appointed Colin Lawley as 
assistant in the production depart- 
ment. Mr. Lawley was formerly 
with Erwoods. The agency have 
also appointed Cliff Lewis as assis- 
tant in their traffic department. He 
was formerly with Legget Nicholson 
& Partners Ltd. 


George H. Farmer, for 12 years 
until his retirement in 1953 produc- 
tion manager of Masius & Fer- 
gusson Ltd., has died. He was 70. 
He became an apprenticed composi- 
tor in Brighton at the age of 12. 
In 1929 he joined the J. Walter 
Thompson Co., and later went to 
Cc. & E. Layton Ltd. 


Number of homes in the Lanca- 
shire ITA area now receiving com- 
mercial television is 300,000. This 
estimate was published this week by 
Television Audience Measurement 
Ltd. This means an increase by an 
average of about 6,000 per week 
since the start of ITA transmissions 
to the area on May 3. 


New president of the Women's 
Advertising Club of London is Mrs. 
Kathleen Howie, of Saward, Baker 
& Co., Ltd. 

Lintas Information Services have 
been appointed to handle press and 
public relations for Corsets Sil- 
houette Ltd. 


Printed by St. Clements Press Limited, Portugal Street, Kingsway, London, W.C.2, for the proprictors, Business Publications Limited, 
180 Fleet Street, London, E.C.4, England (Waterloo 3388) 


Editorial and Sales office: Mercury House, 109 119 Waterloo Road, London, S.E.1 (Waterloo 3388.) 
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